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Muzzle the Advertising Allowance 
and Make Profits Grow 


Answer to One of 1932’s Most Serious Merchandising Problems Is 
Supplied by This Ninety-seven Year Old Company 


An Interview by Roy Dickinson with 
L. J. Gumpert 


Director of Sales, B. T. Babbitt, Inc. 


T. BABBITT, INC., has been 
*in business for ninety-seven 
years. The company made more 
money in 1931 than in any previous 
year in its history. 
It starts off in 1932 as though it 
were going to repeat that record. 
Bab-o, its “new” product brought 


out five years ago, has shown an 


increase in advertising and profits 
for each of the five years of its 
history. The company spent more 
in advertising in 1931 than in 1930 
and this year will mark another 
increase in its coast to coast news- 
paper, magazine and radio adver- 
tising expenditure. No splurge, just 
normal increases 

The reasons ‘for this amazing 
record show no trick merchandis- 
ing plans, no startling change in 
policy, packaging, product or prices. 

Rather the record indicates dra- 
matically the value of sticking to 
fundamentals, of keeping the real 
market in mind, of producing to 
sell at a profit and a refusal to be 
swayed from sound policies by a 
desire for volume at any price. 

When I asked L. J. Gumpert, 
director of sales for the company, 
to tell me something of these prin- 
ciples, he brought out one so im- 
portant to all manufacturers at 
this time, so vital to the future of 
sound business, the forgetfulness 
of which strikes directly at the 
foundations of the whole economic 
value of advertising, that I have 
stressed it here to the exclusion of 
others. 


As a matter of fact it strikes 
straight across all others, for no 
increase in advertising effort is 
possible if appropriations are di- 
verted down the by-channels of the 
“advertising allowance.” 

What follows is a free quotation 
of what Mr. Gumpert told me and 
is not to be construed as an attack 
on the legitimate sharing by a 
manufacturer of the advertising 
done by an exclusive agent or a 
distributor who actually advertises. 

It applies to the manufacturer 
who falls for a request like “allow 
us 60 cents a gross for advertising 
and we will sell 10,000 gross.” 

Huge holes are eaten in his ad- 
vertising budget by such requests 
which are merely veiled price con- 
cessions. No one expects the dis- 
count to be spent on advertising. 
Cases have been known where the 
“advertising allowance” amounted 
to $13,000 to a chain of 500 stores 
where the total purchases of those 
stores amounted to only $29,800. 

Originally invented as a legiti- 
mate form of merchandising effort, 
so many abuses have come into the 
idea that it is now adding im- 
measurably to the net cost of sell- 
ing and is a serious threat against 
the very existence of many manu- 
facturers who have cut into their 
already depleted advertising ap- 
propriations to give more and al- 
ways more to jobbers, chains and 
others who demand allowances. 

Used as a method of cutting 
prices of the merchandise, the cus- 


Table of Contents on Page 114 





4 PRINTERS’ INK 


tom works doubly against the na- 
tional advertiser. 

I asked Mr. Gumpert how the 
manufacturer, approached by job- 
bers, chain stores or retailers who 
demand excessive advertising al- 
lowances, should be answered. 

“The first question a manufac- 
turer should ask a man who ap- 
proachés him on this basis, it seems 
to me,” he replied, “is this: Is the 
money going to be spent for actual 
advertising or is it an allowance, a 
veiled price cut from the manufac- 
turer which will probably be passed 
on by the jobber or retailer? 

“We have tried to build our 
sales record by more closely con- 
tacting both the trade and the pub- 
lic. Our public contact, of course, 
is our advertising which we have 
increased. Our job and our sales- 
men’s jobs are to help move mer- 
chandise out of the dealers’ store 
into the public’s homes. That is 
the job of any manufacturer, it 
seems to me, in these days and the 
most logical answer to a man de- 
manding a big advertising allow- 
ance seems to us to be; ‘let’s try it 
out.’ 

“We are not interested in a man 
who comes to us and offers to buy 
great volume if we will give him 
a certain allowance per case. We 
are always willing to try out a real 
advertising campaign in a tie-up 
and it usually can be tried out for 
from $50 to $100. If the advertis- 
ing is good, the volume orders will 
come of their own volition later 
on. 

“Tt seems to me that there should 
be a definition always foremost in 
the manufacturer’s mind as to what 
is advertising and what is not ad- 
vertising. We do not believe it is 
good business to make it possible 
for a retailer to sell goods below 
cost by an advertising allowance 
made by the manufacturer. If it 
has ever been done with our goods 
it has been done at the retailer’s 
own expense. The business of a 
manufacturer today is to make a 
profit and it seems to me that the 
manufacturer is due for a fall if 
he doesn’t realize he is being 
‘chiseled’ on this advertising allow- 
ance game, in some places to the 
point where he has got to take 
away most of the money from 


his appropriation for advertisjng. 
_ “Curtailing his national advertis- 
ing because of extreme, uneconomic 
and unethical demands leads only 
backward. The money has to come 
from some place, either out of the 
merchandise or out of the adver 
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A Bab-O Newspaper Advertisement—u«a 
Guarantee of Product Stability 


tising which the manufacturer is 
carrying on to help move the mer- 
chandise out of the retailer’s store. 
If the advertising allowance comes 
out of either of these two places, 
and it must come from one or the 
other, the retailer is not profiting 
by it, nor is the manufacturer. 
“The power to keep close to the 
consumers, who have been served 
well by his merchandise, through 
national advertising, is the only 
power the manufacturer has. It is 
worth much to him. Believing that 
the advertising allowance, used to 
cut a price sometimes below the 
cost of production is uneconomic, 
we are very frank to tell both job- 
bers and retailers our point of view. 
“We are not interested in the 
man who says, ‘TI’ll buy 3,000 gross 
if you will give me so much per 
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n as an advertising ~ om ee 
We are, however, interested in try- 
ing out any actual tie-up advertis- 
ing plan which will help move a 
definite volume of merchandise. 
We point out that small and quick 
turnover is more valuable today 
than ever, that 2 per cent a month 
is 24 per cent a year and that this 
method will make plenty of profit 
jor the man who sells merchandise, 
made known by national advertis- 
ing to consumers who will come 
back for more because the quality 
pleases them. We tell the man who 
demands a big advertising allow- 
ance that we have been in business 
for ninety-seven years and want to 
stay in business, and the only way 
we know how to stay in business 
is to make a profit. We tell the 
retailer we want him, too, to make 
a profit and if we have to help him 
make it, we'll do that, too. 

“If a manufacturer gives a man 
10 per cent and he goes out and 
gives away 20 per cent, where do 
we all get off? We tell the man 
who wants the big allowance that 
we don’t want him to do a lot of 
work for nothing, nor do we think 
it is good business for him to end 
up the year with a lot of unnamed 
merchandise which has been handed 
to him at cut-prices. If he has to 
liquidate his store some time, let 
him look ahead. He knows that he 
can always sell trade-marked, ad- 
vertised, branded merchandise made 
known over the years by manu- 
facturers who put their names and 
reputations behind his stock. 


Products Priced as 
Low as ‘Possible 


“We price our product at the 
lowest price possible to make any 
money. If a man comes to us and 
tells us that we can have his big 
business if we will meet the price 
made by a competitor, very often 
in the form of an exorbitant ad- 
vertising allowance, we tell him 
that if we could meet that new 
price and still make a profit, we 
would be foolish not to put our price 
at the lower level. But if we did 
we should do it openly and above- 
board and not in the form of a 
so-called advertising allowance 
which creates doubt in every buyer’s 








mind and which, in my opinion, is 
doing more to hold back business 
at the present time than many other 
things better known and much more 
often discussed. 


Why Cater 
to Volume? 

“Our Babbitt label, advertised in 
newspapers, magazines, and over 
the radio, we tell the retailer, is 
his continued guarantee against in- 
ferior merchandise or against suits 
from customers who might be in- 
jured by unbranded, unnamed mer- 
chandise. Our label is there always 
as a guarantee of stability and our 
willingness to face any trouble such 
as corrosion or any one of a num- 
ber of things which might happen 
to a product. If the manufacturer 
isn’t there to take care of those 
troubles when they come up, the re- 
tailer who has bought merchandise 
at a cut-price because of some fake 
advertising allowance is left hold- 
ing the bag. There is no profit in 
that for him. 

“Why should any manufacturer 
in these days fall for something 
which he knows is bad merchandis- 
ing merely for the sake of getting 
volume? It is better, it seems to 
us, to look for profit on smaller 
volume and far more profitable to 
expand sales and advertising effort 
in the potential market than to try 
to move goods from warehouses 
on to retailers’ shelves by_ unbusi- 
nesslike methods. 

“It is no use just having goods 
on retailers’ shelves, even if the 
salesman has beaten a quota in 
getting them there. What the mod- 
ern manufacturer wants is repre- 
sentative distribution in the right 
territories, through logical outlets 
of proved profit potentials and a 
steady increasing demand for his 
trade-marked product by the buy- 
ing public. 

“After this representative distri- 
bution is secured, forced sales of 
an unnatural volume to the retailer 
don’t bring in an added nickel of 
profit to the manufacturer, and it 
is profit, not mere volume, that the 
sales manager is out to get now. 
From the time he gets his distribu- 
tion it would seem far more sensi- 
ble for the sales executive to spend 
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money and effort on consumer ad- 
vertising in the territory, and on 
men who know more about helping 
the retailer sell to the consumers 
in his territory than they do about 
breaking down the retailer’s sales 
resistance. 

“The sales manager must keep 
his eye on how well the advertis- 
ing ties up with the resale job of 
the retailers in each territory. It 
is what happens to his company’s 
product in getting out of the stores 
and into the homes of the users 
which interests him more than vol- 
ume. Profitable volume will follow 
automatically if the advertising and 
merchandising are properly tied up. 
Big volume bought by a merchant 
who buys because he is getting a 
hidden discount makes no profit 
for anyone. 

“A definite advertising appropria- 
tion should be made based on the 
volume of sales. That advertising 
must be carried on to maintain 
previous sales. To secure a profit- 
able volume in excess of that, the 
advertising appropriation must be 
increased. For the sales department 
to be expected to show increased 
volume based on past advertising 
expenditures seems to me to be 
putting the cart before the horse 


+ 


Apr. 7, 1932 


and a course of action which will 
result merely in over-stocked re- 
tailers. 

“We are sincere in believing that 
it is not good for either the volun 
tary chain, the good-sized retaile: 
or anyone else to try and buy goods 
so cheaply that the manufacture: 
is thereby forced to cut down on 
his national advertising. 

“Suppose a group of manufac 
turers went out and gave prod 
ucts away. Even at that the re 
tailer would not be well off at th 
end of the year. He would have 
his men taking time away from 
known products to push almost un- 
salable merchandise. At the end oi 
the time he would probably be 
broke and end up with a stock of 
maverick, unbranded merchandise 
Is it good business then to try and 
get the biggest sort of so-called 
advertising allowance out of a 
manufacturer which is in effect a 
veiled price concession? 

“The dealer would end up with 

a stock of goods made up only of 
iin merchandise because by 
that time the manufacturer wouldn't 
have any money to tell and sell 
consumers by national advertising. 
It just doesn’t seem to us to make 

(Continued on page 100) 


+ 


Display Models 


N various parts of 
Europe the small dis- 
play model is being used 
by advertisers in an in- 
genious and attractive 
manner. 
The one reproduced 
here is cut out in wood 
and painted. It appeared 
in a window in Budapest 
recently and was designed 
for Stihmer Limited, 
maker of chocolate. The 
card bears the name of 
the product as well as the 
name of the firm. 
A group of designers in 
Vienna has been working 
out a series of these small display 
models which are attracting great 
attention among manufacturers on 
the other side. This unusual tech- 


distinctively European in 


nique, 
tone, has an element of good 
humor and attractiveness which 
ties up nicely with the product. 
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CHAS. H. EDDY CO. 
Boston * New York + Chicago San Francisco * Los Angeles * Seattle 


Last year the gasoline pumps 
in Rhode Island registered 10.5% 
greater consumption than the 
year before—the highest ratio of 
increase in any of the states. 


More cars were in use. The 
average use was greater. We're 
wearing out cars faster than ever. 


For the first two months of 
1932 new passenger car sales in 
Rhode Island are practically even 
with 1931 (and last year this 
state was a high spot on the na- 
tional chart!). Ten automobile 
advertisers who have used in- 
creased lineage have enjoyed 
increased sales. 


Signs indicate that adequate 
and persistent effort in this mar- 


ket will win early reward. 


( Ihe PROVIDENCE 


OURNAL“BULLETIN 


fing Ta nglands Second kL arges t Market 









Representatives R. J. BIDWELL CO. 







Putting the President into the Copy 





HE genial and always 

imaginative Walter P. 
Chrysler has struck an in- 
teresting note in selling 
copy with his recent full- 
page advertising. 

Many people have sug- 
gested that the president 
should himself do a lot of 
selling now. The president 
of Tre-Jur, Inc., told in 
PRINTERS’ INK how he 
went out into the field with 
his men and as a result of 
his selling experience made 
many changes in his sales 
policy and also managed to 
raise 1931 gross 5 per cent 
above 1930. 

Walter Chrysler has 
multiplied his selling per- 
sonality several hundred 
thousand times and, at the 
same time, added interest 
to automobile advertising 
illustration by getting into 
his own advertising copy. 

There he stands looking 


“Look at All THREE! 


BUT DON'T BUY ANY LOW-PRICED CAR UNTIL YOu'vE 
DRIVEN THE NEW PLYMOUTH WITH FLOATING POWER” 


A Statement ey 
Waites P. Cwarsiee 


FIRST SHOWING NEXT SATURDAY, APRIL 2nd, AT DESOTO. DODGE AND CHRYSLER DEAL ID 





at prospects, one foot on 
the bumper, one hand on 
the hood, talking to the 
readers of the newspapers he is 
using. 

He tells in simple language why 
prospects should try out his Ply- 
mouth before they decide on a new 
car. He tells them to look at all 
three low-priced cars before they 
decide, thus adding news value to 
his copy and performing a smart 
bit of competitive strategy by tim- 
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P. J. Cosgrave Joins “Drug 
Topics” 

P. J. Cosgrave, formerly advertising 
manager of Hardware Age, New York, 
with which he has been associated for 
over twenty years, has joined the Topics 
Publishing Company, publisher of Drug 
Topics, holesale Druggist and Drug 
Trade News, in an executive capacity. 
He will make his headquarters at Chi- 
cago. 


Now Grauman Studios 


The name of Grauman-Jennings Stu- 
dios, Chicago commercial artists, has 
heen changed to The Grauman Studios. 
C. R. Grauman, formerly secretary- 
treasurer, is now president. 


With One Foot on the Bumper, Mr. 


Chrysler 


Talks Simply to His Prospects 


ing his personalized copy to break 
with the news of his two big rivals 
—Ford and General Motors. 

These three are forcing the mat 
ter of public purchasing power to 
a showdown. No one can say of 
the automobile industry, at least, 
that selling and sales effort have 
caved in. It is to be complimented 
on its aggressiveness. 


+ + 


Heads Controlled Circulation 
Audit, Inc. 


William Knust, advertising manager 
of the National Lead Company, New 
York, has been elected president of the 
Controlled Circulation Audit, Inc. He 
succeeds Paul B. West, who resigned 
following his resignation as manager of 
the advertising and sales promotion di 
vision of the National Carbon Company 
to become managing director of the As 
sociation of National Advertisers. 


To Direct Whittall Rug Sales 


Frank A. Cox, assistant to the presi 
dent of M. J. Whittall Ass: ociates, Ltd 
Worcester, Mass., maker of rugs at 
carpets, in addition has been appointed 
director of sales, 
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50% of Wisconsin 
Sales in 11% of Area 


HE Milwaukee 

fifty-mile retail 
area, as defined by the 
A. B. C., includes 
eleven counties which 
do an annual retail 
business of more than 
$600,000,000. Here 
is half of the retail 
business of the entire state of Wisconsin 
concentrated in 11% of the state’s area. 

















In this compact area of concentrated popula- 
tion and high buying power, The Milwaukee 
Journal reaches 57% more homes than the 
other Milwaukee evening paper, 114% more 
than the morning paper and 46% more than 
the other Sunday paper. 


Concentrate in the newspaper that concen- 
trates your message on this responsive market 
with least waste and most profit. 


THE MILWAUKEE JOURNAL 
Cie TH 


FIRST BY MERIT 








COVERS MORE THAN 80% OF THE BUYING POWER IN GREATER MILWAUKEE 





Ye Olde English Slant 


Trade Character of Pickwickian Vintage Makes His Bow in New 
Cheese Advertising Campaign 


STOUT, jolly Englishman, 
come down from the days 
when England was olde and merrie 
and ye, will soon bow his genial 
way into the ranks of famous ad- 
vertising trade characters. He 


will move serenely about in the 
life of today—via the printed page 


—and utter, in the picturesque 
language of his time, fond praises 
of a new product of the Kraft- 
Phenix Cheese Corporation. 

This Pickwickian character 
makes his appearance early this 
month, when a list of ninety-eight 
newspapers in key cities, three 
magazines and a national news- 
paper weekly will introduce him to 
his public. And he in turn will 
present the new product—Kraft 
Creamed Old English Cheese. His 
opening observation will be the 
headline, “Right well it’s called 
Creamed Old English.” 

The new campaign has all the 
earmarks of an advertising “nat- 
ural.” The product, its name, the 
package, copy and art all converge 
in dramatizing one central theme. 
And this theme, this “Merrie En- 
gland” atmosphere, is strongly 
suggestive of a definite selling 
point for the product—a rare 
tasty flavor. 

The product is a new blend of 
English cheddar cheese and pure, 
rich cream. The package design 
features an old English inn, done 


in warm tones of yellow against a 
background of Devon blue. The 
name obviously ties in, and it ap- 
pears on the package and in the 
advertisements itt Old English 
type. The headlines and feature 
portions of the copy follow the 
diction of the famous tavern days 
in England. 

So complete is the tie-in of all 
these elements that one is caused 
to wonder which came first, the 
product or the advertising theme. 
According to John H. Platt, ad- 
vertising manager of the company, 
however, “it is the product itself 
that is the ‘natural.’” 

“The new cheese,” he says, “is 
the result of months of laboratory 
work, undertaken in the belief that 
there was a real market for this 
new type of cheese flavor. This 
belief was carefully checked by 
sampling tests among over 1,000 
people and by kitchen tests in our 
laboratories. The verdict in favor 
of the product was unanimous, and 
with that background the advertis- 
ing theme just about wrote itself. 
The old English connoisseur and 
the accompanying atmosphere were 
the outgrowth of a flavor.” 

The English gentleman appears 
at the top of each advertisement, 
clad in the traditional gentleman's 
apparel of the day—gay, wide- 
lapeled, short-waisted coat, tight- 
fitting trousers and so on. Usually 
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Check over a railroad map of Iowa and you 
won’t find a point more than 15 miles from 
a railroad. hile 24 states have a larger 
area, only three have more miles of railroad 
than Iowa. 


Take an up-to-date Iowa road map and 
check the paved roads. Ribbon after ribbon 
of paving crosses the state. Nearly 4,000 
miles of concrete highways place Iowa in 4th 
-place as to concrete paving. 


Iowa has the cars, too— nearly 700,000 
—better than a car for every family. 


Des Moines is the state’s key city. By rail 
and by paved roads late editions of The Des 
Moines Register and Tribune are rushed to 
the doorsteps of over 200,000 Iowa families, 
daily and Sunday. It’s the newspaper that 
Iowa depends upon. For results in Iowa, be 
certain that The Des Moines Register and 
Tribune is on your A-schedule. 


THE DES MOINES 
REGISTER AND TRIBUNE 
940844 Daily » » 914,459 Sunday » » A.B.C. 
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he is addressing his remarks to a 
modern young housewife who 
stands alongside. He gazes with 
epicurean admiration at a cracker 
spread with the cheese as he 
speaks his approval. In addition 
to the example just cited, he 
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How the Package for the New Kraft 
Product Looks 


speaks in the headlines as follows: 
“My word, what a jolly snap it 
er: ™. ’twill be famous!”; 
“Upon my word it has snap!” 

His further remarks in the copy 
are in a diary style, reminiscent of 
that of the well-known Pepys. An 
example will serve best to give its 
tone : 

“To dine with the wealthy 
Perkinses. But first we did in- 
dulge in that American custom of 
appetizers in the drawing room. 
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Curtis Appoints H. M. Faust, 
New York Manager 


Herbert M. Faust, who has been 
manager of the Detroit office, has been 
appointed manager of the New York 


ofice by The Curtis Publishing Com- 
pany. He succeeds E. V. Thompson, re- 
signed. 


Thomas G. Wade becomes manager 
of the Detroit office. He has been head 
of The Saturday Evening Post group 
in the Detroit territory. 


V. F. Righter with Outdoor 
Service 

Volney F. Righter, for the last four 
years an account executive with Erwin, 
Wasey & Company, Inc., has been made 
manager of the newly established New 
York office of Outdoor Service, Inc., 
Chicago. The new office is located at 
122 East 42nd Street. 


New Accounts to Aver 


The Doughnut Machine Corporation. 
New York, has appointed N. W. Ayer & 
Son, Inc., to direct its advertising ac- 
count. Lysol, Ltd., of England, .~ 
appointed N. W. Ayer & Son, Ltd., 
direct its advertising, which will cuiend 
throughout the British Isles. 
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Very convivial it was, what with 
a shapely Maid bringing in 
Creamed Old English  Chees: 
toasted on crackers. Upon my 
word, it has a snap that cheers the 
very cockles of my heart, and 
takes me back to the good old 
days of my King’s England when 
we sat around a plump Cheshire 
Cheese at Will’s Coffee House.’ 

In addition to this dramatization | 
of the flavor appeal, there is an- 
other block of copy, in more con- 
ventional language, which is de- 
voted to the “reason-why” aspects 
of the product. Here is explained 
what the product is, together 
with various suggestions for sery 
ing it. 

The advertisements will be 
large space, some 1,000 lines, son 
600 and some 300. The campaign 
will continue for a period of 
twelve weeks. 

Distribution to the trade is now 
in process. It will be secured, of 
course, through the existing Kraft 
Phenix facilities, which, with five 
central manufacturing and distri- 
bution centers and fleets of deliv 
ery trucks, enable national di 
tribution to be attained almost 
overnight. 

° 

Ford Uses Film Shorts in 

Campaign on New Model 

In conjunction with advertising ir 
newspapers to announce the new Ford 
Eight, the Ford Motor Company is us 
6,000 prints of a sound motion siete 
The motion pictures showing the ne\ 
Ford being built and in actual operat 
were produced by the Ford company 
self, with the secrecy that usually sur 
rounds its advertising activities. 

Sound was synchronized to carry 
description of the new car by Ty Tysi 
popular Michigan radio announce 
Prints were shipped to theaters in ever 
section of the country for release 
tie up with the newspaper announcem« 
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Has Lewy Chemical Account 
The Lewy Chemical Company, N 

York, maker of Moth-Gas, Clot! 
Savers and Liquid Frost, has placed it 
advertising account with Reimers, Whit¢ 
hill & Sherman, Inc., advertising agency 
of tat pod Magazines and newspapers 
wi a msec 


Appoints Picard-Sohn 

The Add-A-Vans Company, Brooklyn, 
N. Y., manufacturer of automot 
appointed Picard-S« 
to direct its advertis 





specialties, has 
Inc., New York, 
account. 
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a Go where the dollars are! 
oo Outsmart competitors by 
a4 striking hard in new, lush 
di: fields! Here in Florida is 


nost a half-billion dollar annual 
market composed of people 
n who want the good things of 
life. They’re able and will- 
For ing to buy. 


And here is a seven-day, all- 
state newspaper that pene- 
trates powerfully into every 
layer of consumer desire. 
When you have to ring the 
bell, reach Florida through 
the Times-Union. 







Che Florida Cimes -Union 


JACKSONVILLE.FLA. 






Represented Nationally by REYNOLDS-FITZGERALD, Inc. 
New York ... Chicago... Philadelphia ... Los Angeles. . . San Francisco 








PRINTERS’ INK Apr. 7, 1932 


Why take a chance on “maybe” markets and 
‘“‘perhaps” papers in years like these? Come to 
Chicago. Visit your leading Chicago retail out- 
lets. Ask them where the Profit-Area of Chicago 





THE CHICAG#. 


THE QUALITY QUANTITY 


Copyright, 1932, The Chicago Daily News, Inc. 


CHICAGO PHILADELPHIA DETROIT 
Palmolive Building Record Bldg. . New Center Bld 
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lies and what newspaper reaches it most effectively. They'll 


say it in words as they say it in their own advertising 


dollars—‘‘Don’t Gamble. Use the Chicago Daily News.” 





TAKE A TIP FROM THEM 


The Chicago Daily News carried more DEPARTMENT 
STORE advertising in 1931 than the two morning papers 


combined. 
te 


It carried more GROCERY ADVERTISING than any 
paper in the United States. 


In fact, here’s the way the merchants of Chicago spent 
their money per reader in the advertising columns of 
Chicago’s leading newspapers : 


—$13.79 in THE CHICAGO DAILY NEWS (Eve.) 
—$ 7.99 in the American (Eve.) 

—$ 7.16 in the Tribune (Morn.) 

—$ 3.03 in the Herald and Examiner (Morn.) 











GPAILY NEWS eo 


Financial Advertising Offices 
NEW YORK CHICAGO 
165 Broadway 29 S. LaSalle Street 
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A huge farm audience attended the Oklahoma Farmer- The 
Stockman cooking school at Durant, Oklahoma the - 
age-O 


. ° ° ° — ate a d 
With 20 free cooking schools, covering six weeks’ time and disher” 


reaching thousands of rural food buyers, the Oklahoma 
Farmer-Stockman has just closed the most dramatic and ef- 
fective merchandising campaign in farm paper history. 


efficient 


on all q 


Adjectives and fiowers both fail us. So we'll let the farm - 

women themselves tell you—the rural homemakers of a great Whe 
Southwest that isn’t reached adequately by any other publication. i - tl 
Lollowé 
brow 

partme 
grade, 
thinkal 
“Our beloved Mrs. Pearson of the Oklahoma Farmer-Stockman sionary 
visited our county last week and put on a cooking school which dealers 
we all enjoyed so much,” another added. The w 


“Don’t any of you miss one of Mrs. Pearson’s cooking schools. 
I attended one and enjoyed every moment. They are a great 
help to all,” a Master Farm Homemaker at Fletcher, Okla., 
wrote. 


. . . ot or 
“Five of our club drove 45 miles to attend your school. We all dh 
agreed it was a wonderful success,” a farm wife of near ; 


Lawton, Okla., testified. — * 
compri 


Scores of enthusiastic notes such as the above have reached Jobb 
Lola Clark Pearson, home department editor of the Oklahoma stitutic 
Farmer-Stockman who conducted the schools. Which goes to were 1 
show that this responsive audience has been overlooked too hution 
long by many food advertisers. sale. 
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Commission Sales Force Breaks 
Jobber Resistance 


Quickly Recruited Organization Ties-In with Business-Paper Copy and 
Distributors Accept New Product 


By L. E. Barnes 


Sales Manager, Benedict Manufacturing Company 


The Set-Up: A silverware manu- 
facturer with a thirty-year history 
of successfully making and selling 
six different groups of articles go- 
ing to ten distinct types of outlets, 
through seventeen full-time, full- 
line salesmen. 

The New Product: An improved 
type of ice cream disher used by 
the dealer for scooping ice cream 
out of the ice cream cabinet and 
into sodas, cones and sundaes. 

The Problem: How to put over 
the new disher in the face of the 
age-old reply of the jobber: “Cre- 
ate a demand and I'll handle your 
disher’—and still maintain full 
efliciency through the sales force 
on all present lines. 

+ * + 


When our company ran head-on 
into this jobber resistance, there 
followed much head scratching and 
brow furrowing in the sales de- 
partment. Our salesmen are high- 
grade, well-paid men. It was un- 
thinkable to ask them to do mis- 
sionary work among the 250,000 
dealers who use ice cream dishers. 
The unit of sale is small—usually 
not over $3.50. Moreover, these 
salesmen ’must maintain their vol- 
ume on our six groups or lines 
comprising nearly 1,500 items. 

Jobbers in the soda fountain, in- 
stitutional and ice cream fields 
were the logical source of distri- 
hution because of the low unit 
sale. We had already contacted 
these jobbers for several years on 
one of our groups and had many 
loyal connections. But on the new 
product, they were apathetic— 
“Our men have so many things to 
sell that they can’t push your 


disher—it takes too much time for 
such a small sale, and we are do- 
ing a satisfactory business at a 
good profit on a disher that is very 
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well known and that the trade call 
for.” 

Here was a clean-cut job for 
advertising. But it had to be the 
type of advertising that created 
actual demand and not merely con- 
sumer acceptance. For a year, our 
full pages in colors in the leading 
trade publications hammered away 
—but created nothing much more 
than trade acceptance. The de- 
mand did not come. Thousands 
of dealers read the advertisements 
and were mildly interested—after 
all, a new disher was not a big 
thing in their lives. 

Their attitude as they turned to 
our advertisement was: “Well, 
see Benedict is getting out a new 
disher. Wonder how it works”— 
and then turned to the next page. 

We were spreading the story of 
the disher widely and well, but 
actual demonstrations were limited 
to the few made by friendly job- 
bers’ salesmen. Sales were inade- 
quate and progress too slow. 

The pressing need was personal 
contacts with the users—soda 
fountain owners, hotels, roadside 
stands, restaurants. Our regular 
salesmen ‘had no inclination to 
make these contacts nor did we 
want them to, except in the 
evening and odd moments. To re- 
cruit a force of missionary sales- 
men on a_ salary basis was 
expensive and uncertain. 


The Unemployed 
a Solution 

As we pondered this preblem, 
the unemployment situation struck 
us as holding a solution. Thou- 
sands of men, many of them for- 
mer salesmen, were out of jobs. 
Why wouldn’t these men jump at 
the chance to make a little money 
on straight commission selling? 
Then, too, there are a lot of com- 
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mission salesmen handling several 
lines whose business had been ad- 
versely affected and who would 
like to pick up a few dollars extra 
in spare moments. Why not put 
these men to work on our disher? 

A four-line advertisement was 
run in the “Salesmen Wanted” 
classified pages of twenty-five 
metropolitan Sunday papers. Over 
600 applications were receive 
from the first insertion. To each 
of these a two-page processed let- 
ter was sent telling of the advan- 
tages of our disher, the advertis- 
ing, the high standing of the com- 
pany, and asking for a deposit of 
$4 for samples which would be re- 
funded upon their return. 

From the 600 letters, we re- 
ceived fifty-eight deposits for the 
samples and sales kit. This com- 
prised three styles of dishers, ad- 
vertising matter, a standard sales 
talk and a special order book. 

Considerable thought was given 
to the latter. We decided to fill 


the orders taken by these commis- 
sion and _ part-time 


men direct 
from the factory, until satisfac- 
tory jobber connections on the 
disher were made in various parts 
of the country. The salesmen’s 
commission was set at 30 per cent. 

A special order form was made 
up with the standard printed 
prices and lines for the different 
sizes and styles of dishers. On 
the bottom of the order form was 
printed, “Pay salesmen no more 
or no less than 30 per cent of the 
amount of the order. Pay balance 
to postman on delivery.” 

It was required that all orders 
be signed. The salesman retained 
the 30 per cent as his commission 
and since this was less than the 
usual jobbers’ discount, there was 
enough left to pay us our usual 
profit. 


Little Credit 
Work 


A simplified method of handling 
the orders was devised so that it 
was unnecessary to add to the 
clerical or shipping forces. No 
credit work was involved as 95 
per cent of the orders were 
C. O. D. and the 30 per cent ad- 
vance payment was ample assur- 
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ance that the shipments would he 
picked up. 

Of those salesmen who sent us 
the deposit, about 22 per cent 
made good and we soon had fifty- 
two of these men sending in daily 
orders. Experience showed that they 
made four demonstrations to get 
one sale, so we were getting about 
200 standard demonstrations per 
day—and this was our objective 
even more than the actual orders 

The classified advertisements 
were run continually in newspapers 
located in sections where we had 
no distribution and a_ steady 
stream of applications came 
Approximately 11 per cent of t! 
original applicants sent in the d 
posit money and 22 per cent of t! 
latter made good. To these w 
sent weekly bulletins telling of th 
success of other salesmen, outlin- 
ing prize contests and offering 
much inspirational matter. 

Now what were the results? 

First—We received fifty orders 
per day upon which our average 
profit was $1.46. 

Second—We wee giving 200) 
standard demonstrations per da 

Third—Our total cost, includ- 
ing classified advertisements and 
printed matter, was less than $500 

Fourth—Last, but most impor 
tant, the jobbers as a result of the 
demonstrations began to get calls 
for the disher and now, eighteen 
months after the inauguration of 
this plan, the Benedict disher is 
stocked by over 60 per cent of th: 
jobbers in this field, and conse- 
quently the continuance of the 
plan is no longer necessary except 
in certain areas. 

During the life of this special 
drive, the business-paper advertis 
ing continued, of course, and our 
salesmen and sales promotion d« 
partment worked with the jobbers 
No announcement of the special 
sales drive, however, was made to 
the jobbers and in the very few 
cases where complaints were made 
by jobbers because of our direct 
selling, our salesmen or sales cor- 
respondents met them by explain 
ing that this was merely part oi 
the introductory advertising work 
to create a demand for them to 
il. 
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We told them that repeat orders 
and orders placed some little 
time following the demonstrations 

uld go to the jobber. In about 
10 per cent_of the sales by the spe- 
disher salesmen, the soda 
fountain owner asked that it be 
> Set lied through a jobber. In all 
s this was done when re- 
sted. The salesman received 
s usual commission and we made 
usual discount to the jobber, 
| though this procedure left us 
profit on those particular 
aers. 
\n interesting by-product of the 
n was the recruiting into our 
ular full-line sales force of one 
the outstanding disher sales- 
This man _ promptly ‘pro- 
ceeded to make good in his larger 
responsibilities. 
Today, the disher is the best 
seller and the most profitable item 
our line and jobbers’ sales are 
biggest in those areas where the 
disher salesmen were most active. 


Jordan, Former Auto Maker, 
to Join Sweeney & James 


Edward S. Jordan, former president 
the Jordan Motor Car Company, is 
turning to Cleveland where he will 
ome affliated with The Sweeney & 
lames Company, advertising agency. Mr. 
lan announced this new connection 
1 meeting of the Cleveland Advertis- 
Club which he addressed last week 
“How I Cured My Depression.’ 
‘There is nothing in our American 
icational system more instructive than 
kick in the pants,” Mr. Jordan told 
club, “and right now I think many 
us realize that our own future de- 
nds entirely upon ourselves—not upon 
friends, the moratorium, Andrew 
Mellon, Stalin or the tariff.” 
Mr. Jordan, who has been away on a 
ilth-seeking junket for the last year 
| a half, also expressed the opinion 
it business stimulation will be effected 
ven the American public realizes the 
llar value of goods on the market 
lay. 


nt 
cent 

fifty- 

daily 


Hotel New Yorker Appoints 
Ruthrauff & Ryan 


The Hotel New Yorker, New York, 
s appointed Ruthrauff & Ryan, Inc., 
{ that city, to direct its advertising 
ount. 


\ppoints One-Minute Washer 


Account 
The One-Minute Washer 
Newton, Iowa, has appointed the Baily 
Larson Company, Marshalltown, Iowa, 
direct its advertising account. 


Company, 
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“Time” Acquires 
“The Architectural Forum” 


Time, Inc., publisher of Time and 
Fortune, has purchased a controlling in- 
terest in The Architectural Forum. How- 
ard Myers and Kenneth K. Stowell will 
continue as publisher and editor of the 
publication respectively. The present 
staff will remain intact. 

The Architectural Forum is the second 
magazine to be added to the family of 
Time, Inc. Fortune was started in 1930. 
Commenting on the acquisition of a 
publication in the architectural field, 
Time, Inc., made the following state- 
ment: 

“Time, Inc., entered this new publish- 
ing field after becoming convinced that 
the building industry held great promise 
of development during the next decade. 
The isolated elements of the building 
world—architects, engineers, contractors, 
manufacturers, dealers, investors are 
being brought together into the greatest 
industry in the United States. 

“Before them, urgent of solution, are 
problems of organization, of planning, of 
design, of new materials, of new re- 
lationships, of new conceptions. The 
leader in the constructive revolution 
which must result will be the architect 
in his multiple capacity of planner, de- 
signer, financial advisor and _ co-or- 
dinator.” 


rn 
W. K Glen Advanced by 
‘ 
Crane 
William K. Glen, for ten years adver- 
tising manager of the Crane Company, 
Chicago, has been appointed divisional 
manager in charge of the Chicago dis- 
trict. He will direct sales development 
and merchandising plans for that ter- 
ritory. Mr. Glen has been with the 
Crane Company for twenty-eight years. 
H. L. Delander, who has been assis- 
tant advertising manager, becomes ad- 
vertising manager. 


W. C. Coutney Advanced by 
Toledo “News-Bee”’ 

Worth C. Coutney, for the last four 
years national advertising manager of 
the Toledo, Ohio, News-Bee, has been 
advanced to advertising director in 
charge of local, classified and national 
advertising. He has been with the News- 
Bee since 1919. 


Briggs Manufacturing Appoints 
Advertisers, Inc. 
The Briggs Manufacturing Company, 


Detroit, manufacturer of automobile 
bodies, refrigerator cabinets, and steel 
furniture, has appointed Advertisers, 
Inc., of that city, to direct its adver- 
tising account. 


Duck Group Appoints Hoyt 

The Long Island Duck Growers Asso- 
ciation, Inc., Center Moriches, N. Y., 
has appointed the Charles W. Hoyt 
Company, Inc., New York, to direct its 
advertising account. 





An Acid Test for Sales Statistics 


Twelve Simple and Easily Applied Rules Helped This Industrial 
Advertiser Make Figures Tell the Truth 


By Frederick B. Heitkamp 


General Sales Manager, Cincinnati Milling Machine and Cincinnati Grinders, Inc. 


LITTLE over ten years ago, 

I began the compilation of a 
series or group of sales statistics. 
I started from the bottom and dis- 
regarded all previous data that had 
been collected. It was determined 
to use only those statistics for 
which there developed a real need. 
As the need developed, the proper 
group of statistics or charts was 
prepared and continued. 

In the accumulation of statistics, 
looking at it from the point of 
view of a sales manager, it is 
necessary to gather together those 
facts which will allow intelligent 
control. It means the elimination 
of interesting but useless compila- 
tion. It means basing this collec- 


tion on practical experience, and 


further, the adaptation of these 
statistics to changing conditions. 


Some General 
Conclusions 


From years of experience, it 
would seem that we can draw cer- 
tain general conclusions as to the 
use and value of statistics in a 
sales promotional program, and in 
an effort to control distribution of 
cost and effect better sales at a 
profit. From my observations such 
general conclusions may be based 
on the following considerations : 

1. List all types of statistics 
which would appear to be helpful 
in controlling sales activity. 

2. Before compiling statistics in- 
dividually, find out whether some 
of the data are already available 
from some other source. 

3. Go through periodically and 
eliminate those which are not be- 
ing used or which do not give the 
results expected. 

4. Take time to analyze each 
group individually and compare 
similar groups of statistics. 

Summary of a talk made before a 


meeting of the Cleveland Industrial Sales 
Division. 
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5. Don’t jump too quickly to 
conclusions, Give ample time for 
trend curves. 

6. Be sure that you have the 
complete background of any group 
of statistics before drawing con 
clusions. 

7. In submitting sales statistics 
in the form of reports, be certain 
that they are clearly indexed and 
defined and that the proper ex- 
planatory notes accompany all 
statistics. If possible, present the 
report of statistics in person. Make 
certain that they are clearly under- 
stood. 

8. See that data are kept up to 
date in routine fashion. 

9. Compare notes with others in 
the same line of business. 

10. In making known results oi 
statistical surveys or analyses, con 
sider whether to have the group as 
a whole know of the performance 
in the balance of the group, or 
whether the individual showing of 
any one man should be all that he 
sees. 

11. Weigh the value of having 
statistical information available at 
any moment and its cost of main- 
tenance on this basis as against the 
compilation of certain data from 
basic figures on demand. 

12. Always try to have the re- 
port visualized—being careful in 
the visualization that a true pic- 
ture is presented. 

There are tricks to all trades 
and there are tricks in charting 
statistics so that technically the 
picture may be correct but actually 
it is misrepresented. An indus 
trial sales manager is anxious to 
have true facts, true pictures, for 
true deductions. 


To Direct Dodge Truck Sales 


J. D. Burke has been appointed di- 
rector ‘of truck sales for the Dodge 
Brothers Corporation. He was formerly 
regional representative in the New York 
territory. 
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. WHEN EMPTY KITCHENS 
FORESHADOW FULL STOMACHS 


Dinner was a bit late in several thousands of 
Indianapolis homes two weeks ago. But the 
appearance of tempting new dishes on the 
table on succeeding days won for Mother com- 
plete and enthusiastic forgiveness for her tem- 
porary tardiness. Not that her failure to meet 
the established dinner schedule was entirely 
unexpected. Hungry husbands have long 
since learned that mealtime punctuality suffers 
a relapse when The News Cooking School is 
in session. 


And no wonder. Four out of five Indian- 
apolis housewives look upon The News as an 
indispensable guide in matters gastronomical. 
With them a trip through The News food 
pages always precedes a trip to the grocery. 
Which} is one good reason why in 1931, 
retail and general advertisers (exclusive of de- 
partment stores) placed 1,284,537 agate lines 
. Of food advertising in The*News’';'six issues a 
week . . . against [609,676 in the thirteen 
issues of both other Indianapolis newspapers 
combined! Like food advertisers, you, too, 
will find it economical and profitable to 
concentrate in The News in Indianapolis. 


Member Major Market Newspapers, Inc. 
2 ea 
a INDIAS 


I {APOLIS NEWS 


New ear Sale DANA. ‘CARROLL, 110 E. “42nd St. Chicese: J. E. LUTZ, Lake Michigan Bldg. 
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THE SUNPAPERS in March 
DAILY (M & E) 292,617 
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yn lgtry About the Baltimore Market 


ut Se we 
MORNING SUNDAY 
New York: John B. Woodward, Inc. Chicago: Guy 8. Osborn, Inc. 
San Francisco: C. Geo. Krogness Atlanta: Garner & Grant 
Detroit: Jos. R. Scolaro St. Louls: C. A. Cour 
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ODAY 85,000 people are at ere ed 7 

I work at the Ford Motor Com- = er / cisi 

pany. The new Ford models (ke he 3 elu: 

are out and salesrooms all over the E 4 hin 

land are crowded. Chevrolet has d per 

promptly met the new situation with r . not 

reduced prices. Likewise Chrysler is , Yo 

ready with a new car that makes a j rea 

bid to the motor car buyer who seeks La 

the utmost in value. Thus Detroit Sar 
promises once again to lead the coun- 
try back to sound prosperity as it has 
done on two previous occasions. And 
once again The Detroit News re- 
minds advertisers that Detroit re- 

mains one of the few large markets he News has more ciroula- 

in the world that can adequately be newspaper in every class of 

covered with one newspaper. population and reaches 71% 


of all $3,000 income homes 
and over. 


The Detroit News 


New York THE HOME NEWSPAPER Chicago 
I. A. KLEIN, INC, jJ. E. LUTZ 
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I Say It’s Spinach! 


Mixture of Selling Instinct and Sense, without Benefit of Slide-Rule, 
Nearest Approach to Advertising Formula 


By T. Harry Thompson 


THE physician has his materia 
medica, the lawyer his Black- 
stone, the engineer his Kent, the 
jJexicographer his Fowler; but the 
advertising man who attempts to 
corral, collocate, and codify adver- 
tising appeals in a compendium of 
Sure Shots for the Perplexed has, 
like the fellow in the wrist-watch 
song, time on his hands. And he is 
putting it to frivolous use, in my 
opinion. However, if Bob Benchley 
and Gluyas Williams would collab- 
orate on such a work, I'd find 
$2.50 to invest in a copy—purely 
as entertainment. 

Even for those other professional 
men, books are but a background. 
For instance, every child is born 
with a vermiform appendix. There 
are thousands of clinical reports 
on appendectomies to show sur- 
geons what happened in such and 
such a case. But a patient comes to 
the hospital with an appendix that 
is not in the customary position. 

The surgeon, by making the in- 
cision from the back, finds the 
elusive little nuisance hiding be- 
hind the duodenum. His long ex- 
perience and individual skill, and 
not a copy of What to Do When 
You Can’t Find the Appendix, 
really do the job. 


Lawyers All Have 
Same’ Background 


The prosecuting attorney studies 
the same statutes as the lawyer for 
the defense, absorbs the same in- 
formation; and along comes a 
Clarence Darrow and makes a 
monkey out of him. Reports of 
kidnaping cases over a long period 
of years are available in the police 
files, with every detail of search 
and solution (if any), but, as this 
is written, those reports haven't 
produced the Lindbergh baby. 

Like the Etoile in Paris, many 
paths in advertising may converge 
upon the same place. There are at 
least a dozen ways to do a certain 
selling job. Who can say that “This 


is best” or “This is better than 
that” and be absolutely sure until 
the returns are in and counted? 
Just the minute an advertiser de- 
cides that his new theme-song is a 
natural, tells himself that success 
is in the bag, all sewed up, and 
certified, a competitor down the 
street thinks up a still better idea 
and, as Winchell says, is his face 
red! 


Here’s an 
Old Favorite! 


An old favorite appeal is “We 
asked 3,071 women.” Ah, yes, but 
was that enough women? And did 
you ask the right ones? They told 
you that they were not interested in 
economy in the purchase and use of 
a certain product. What they 
wanted was beauty. Or whatever. 
So you build your campaign on 
beauty and have fair success. But 
your competitor, who asked three 
million women, or who didn’t ask 
a single soul, plunges in with a 
campaign based on economy—and 
makes a killing. Some advertisers 
have a habit of asking their wives 
or their secretaries about certain 
advertising appeals—and then bas- 
ing a national campaign on the 
opinions, which may or may not be 
sound. 

Don’t misunderstand me. I would 
not have you think for a minute 
that advertising expenditures are 
predicated on pure guesswork. 
There are certain broad principles 
that every advertising man worthy 
of the name knows by heart and 
by instinct. 

If he knows people—really knows 
them, their joys and sorrows, how 
they live, how they think, what 
makes them cry and what makes 
them buy, he knows the first prin- 
ciples of advertising. If he has had 
long experience in advertising work 
and is a member of a well-rounded 
organization where there is other 
experience to supplement and for- 
tify his own, he is still further apt 
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to click upon an idea that is sensi- 
ble, sound, and safe. But he can 
never have an idea-barrel into 
which he can reach and pull out a 
ready-made, sure-fire whooperdoo. 

Rules and regulations, in my 
opinion, have no place in advertis- 
ing. There can be no definitive 
standards, no stand-pat-ism. The 
successful advertising man is im- 
patient of precedent. Selling in- 
stinct and common sense must be 
his Baedecker. But let us have 
none of “This is the way to sell 
toilet-soap” or “This is the way 
to market pianos.” 

I say it’s spinach and I say the 
so-and-so with it! 


Newspaper Campaign Started 


on Puritan Marshmallows 

The Shotwell Manufacturing Com- 
pany, Chicago, begins a newspaper cam- 
paign on Puritan Marshmallows in De- 
troit this week. The advertising will, 
in all probability, be extended to other 
markets in the near future. 

The copy features the freshness of 
the product, which now comes in a small 
unit package, wrapped in Cellophane. 
The marshmallows will be advertised as 
a food product, rather than as a con- 
fection, and a sixty-page cook book list- 
ing a ‘large number of ways of using 
marshmallows for desserts and other 
dishes will be offered in connection with 
some of the advertisements. 

The Chicago office of Erwin, Wasey 
& Company handles this account. 


C. L. Price Appointed by 
Central Republic 


Chester L. Price, associate advertising 
manager of the Central Republic Bank & 
Trust Company, Chicago, has been ap- 
pointed assistant manager of the business 
extension department and in charge of 
advertising and Publicity. 


New York Office for Air 


Transport Advertising, Ltd. 

Air Transport Advertising, Ltd., Chi- 
cago, has opened an office at 18 East 
4ist Street, New York. Thomas E. 
Yerxa, formerly president of the Ameri- 
can Institute of Food Products in Chi- 
cago, will be Eastern manager. 


Heads Bayuk Cigars, Inc. 

Harry S. Rothschild has been elected 
president of Bayuk Cigars, Inc., Phila- 
delphia. He succeeds Harvey L. Hirst, 
who becomes treasurer of the company. 


Appoints Milwaukee Agency 

The Kerner Incinerator Company, Mil- 
waukee, has appointed the Burns-Hall 
Advertising Agency, of that city, to di- 
rect its advertising account. 
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Western Agency Council 
Elects 


New members elected to the board of 
governors of the Western Council of 
the American Association of Advertising 
Agencies are: H. J. Cunningham, presi- 
dent, Green-Fulton-C unningham, Inc.; 
Chester Foust, vice-president, Erwin, 
Wasey & Company; and Maurice H. 
Needham, president, Needham, Louis & 
Brorby, Inc. 

These members together with the fol- 
lowing, who continue as members, com- 
plete the board: C. C. Fogarty, vice- 
president and treasurer, Matteson-Fo- 
garty-Jordan Company; L. R. Northrup, 
Batten, Barton, Durstine & Osborn Cor- 

ration; A. W. Sherer, vice-president, 

d & Thomas and Logan, Inc.; and 
ames D. Woolf, vice-president, J. 
Valter Thompson Company. 

Col. Frank Knox was the principal 
speaker at the annual banquet, at which 
the election took place. F. R. Gamble, 
executive secretary of the American As- 
sociation of Advertising Agencies also 
addressed the meeting. F. G. Cramer, 
president of the Cramer-Krasselt Com- 
pany, was toastmaster. 


E. M. Riggs Returns to 


Southern Newspapers, Inc. 

E. Marion Riggs has returned to 
Southern Newspapers, Inc., publisher of 
the Hot Springs, Ark., New Era and 
Sentinel-Record, where he will resume 
his former duties as general manager, 
secretary and treasurer. He will also 
have charge of the advertising depart- 
ment, taking over the duties of F. W. 
Farris, who has resigned. 


National Better Business 


Bureau to Meet 
The seventh annual meeting of the 
National Better Business Bureau, Inc., 
will be held at the office of the corpora- 
tion in the Chrysler Building, New York, 
on May 3. Fifteen directors will be 
elected at this meeting. 


Death of W. J. Peterson 
Walter J. Peterson, president of Paul 
D. Hagan, Inc., Grand Rapids, Mich., 
advertising agency, died recently at that 
city at the age of fortythree. He at 
one time conducted an advertising busi- 
ness under his own name at Grand 


Rapids. 


P. McA. White Joins Blakely 
Printing 
Philip McA. White, formerly secre- 
tary of the Frank B. White Company, 
Chicago advertising agency, has joined 
the Blakely Printing Company, of that 
city, as an account executive. 


Puro Filter to Cramer-Tobias 


The Puro Filter Corporation of 
America, New York, has appointed the 
Cramer-Tobias Company, Inc., of that 
city, to direct its advertising account. 
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Red Hot Pep Letters Are Out 


Messages Written from Personal Contact Get the Results Today 


By F. H. Ault 


Regional Sales Manager, Holland Furnace Co. 


MAGINE, if you can, Glenn 

Warner, Howard Jones or any 
ther noted football coach, putting 
fight into his men with form let- 
ters. That's funny but it is no 
funnier than what a number of 
sales executives are trying to do 
this year with their pep bulletins 
and go-getter stuff. 

The so-called shot-in-the-arm, 
hopped-up pep letter doesn’t fit in 
with the 1932 sales plan because the 
average salesman feels that he has 
heen the victim of sales ballyhoo 
far too long. 

\ few minutes of personal con- 
tact, encouragement and consulta- 
tion on location with the salesmen 
will have more effect than a whole 
ream of paper and a bushel of 
postage stamps. I don’t mean that 
we must not write letters to the 
salesmen, but when we do let us 
analyze their sales reports and 
write them personal letters with the 
allyhco left out and lots of plain, 
helpful, friendly facts left in. 

Don't misunderstand me. En- 
thusiasm always has been and al- 
ways will be the keynote of selling, 
but the wise sales executive is 
wrapping his 1932 enthusiasm in a 
different looking package. It’s 
about the same dose, perhaps, but it 
has a different wrapper. 


Don’t Get Tough 
with Sick Men 

Salesmen are a sick lot today, 
requiring careful diagnosis and an 
effective remedy to cure them. 
Some have high sales pressure, so 
desperately forced that sales don’t 
stay sold. Others are subnormal, 
with pressure so low that they have 
no pulse at all—no system or plan 
of working. However, to get tough 
with men like these is about as 
foolish as building a fire under a 
balky horse. The fire may scare 
the horse ahead just enough to 
burn the buggy. 

Too many pep letters have been 
written with the idea of satisfying 
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some executive's literary ambition 
and with one eye cocked toward 
the big boss. Right now the big 
boss is not interested in literary 
ambitions but in sales. Orders and 
overhead chase each other through 
his business veins like red and 
white corpuscles constantly battling 
to keep the business blood stream 
pure and free from headache. 


Local Contests 
Preferred 


There is a great opportunity 
these days for well-planned sales 
contests but I believe that local 
contests, either by branch or dis- 
trict, will arouse more fighting 
spirit than national contests. For 
instance, I know of a firm that re- 
cently put on a wool blanket prize 
contest. This was great stuff for 
the boys in North Dakota but what 
about the men down in New Or- 
leans and Key West? This is per- 
haps an extreme case and it indi- 
cates one of the disadvantages of 
managing a sales force by the sales 
letter and pep-up method. 

Recently I have been planning a 
series of simple boiled-down sales 
messages to go to the salesmen in 
my territory. There is nothing 
elaborate about them and they 
wouldn’t be worth a second-hand 
nickel without personal contact. 
Here, for instance, is one: 

“It has been said that the hand 
that rocks the cradle rules the 
world but right now, the hand that 
signs the dotted line saves the 
world. 

“The greatest man in the world— 
the man of the hour! The Sales- 
man. 

“Prosperity may be just around 
the corner but it’s the Salesman’s 
job to round that corner and clinch 
the deal! 

“The salesmen can soon abolish 
the bread-line with their Dotted 
'* .e if they all get on the job and 
see it through. 

“Battles aren't won without am- 
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munition and this depression can’t 
be licked without orders. 

“Orders and orders alone will 
put the props under prosperity and 
make the mills and foundries hum 
again! 

“Tt’s our patriotic duty, Men of 
Holland.” 

The average salesman has got a 
pretty tough row to hoe these days, 
and it is up to the average sales 
exec utive to remember that no man 
is going to do an enthusiastic hoe- 
ing job without knowing that his 
boss appreciates all of his problems 
because they are personally famil- 
iar with what he is trying to do. 
That’s why I say pep letters, 1932 
style, are all right in their place 
but it’s the personal contact work 
with the salesmen that is going to 
help them bring in the sales this 
“indifferent year.” 


Rochester Lithograph Firms 
Merged 

The Stecher Lithographic Company, 
Rochester, N. Y., has acquired the Karle 
Lithographing Company, of that city. 
The business of the Karle company will 
be moved to the Stecher plant although 
it will be continued as a separate en- 
tity. 


Heads Stewart-Warner Re- 


frigeration Sales 


Charles W. Strawn has been appointed 
sales manager of the newly formed divi- 
sion of the Stewart-Warner Corpora- 
tion which will handle refrigeration 
sales. He was formerly manager of the 
Stewart-Warner wholesale radio di 
vision. 


Death of H. McClure Johnson 


Harry McClure Johnson, of Winnetka, 
Ill., prominently known as a trade-mark 
attorney, died at Toronto last week. At 
the time of his death he was active in 
the preparation of the trade-mark bill 
for the Patents Committee of the House 
Committee on Patents introduced in the 
new Congress. 


A. L. Patterson to Represent 


“Small Home” 


A. L. Patterson, for the last five 
years with the National Geographic Mag- 
azine, Washington, D. C., has been ap- 

inted Eastern representative at New 

ork of The Small Home. 


Champion Soap to Picard-Sohn 


The Champion Soap Company, New 
York, manufacturer of hand soap and 
anti-freeze, has appointed Picard-Sohn, 
Inc., of that city, to direct its advertis- 
ing account. 
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To Appeal Decision Over 
Tiffany Name 
An injunction has been granted by 
Supreme Court Justice Edward S. Dore 
of New York restraining Tiffany Pro- 
ductions, Inc., motion picture producers, 
from using the name “Tiffany” or any 
similar name or names as part of its 
corporate designation. The suit for the 
injunction was brought by Tiffany & 

Company, Fifth Avenue jewelers. 

he court said, however, that the 
granting of the injunction did not mean 
that the plaintiff had a monopoly of the 
name. 

In asking for the injunction, Tiffany 

& Company showed that it had done 
more than $350,000,000 worth of busi- 
ness in the last forty years and had 
spent $3,500,000 for advertising in New 
York alone in the last twenty-three 
years, 
_ The motion picture company has used 
in its advertising a drawing of a dia- 
mond with light radiating from it. Jus 
tice Dore said that the fact that it had 
recently discontinued this practice was 
entitled to little consideration. No person 
with the surname “Tiffany”’ has ever 
been connected with the defendant com- 
pany, he pointed out. 

Printers’ INK is informed by Tiffany 
Productions that an appeal of the case to 
the Appellate Division will be made and 
that a stay has been granted. 


Gratification All Around 


J. J. Grssons, Limitep 
Advertising 
ToroNnTO 
Editor of Printers’ Ink: 

Please accept our very best thanks 
for your prompt co-operation in the 
matter of our telegraphic request for 
references to articles bearing upon the 
difference between publicity and adver- 
tising. 

This branch of your service is one 
that we have used fairly frequently and 
always with most gratifying results, and 
we would like you to know that we 
appreciate it very sincerely. 

. M. Murray. 


Servel Reduces Good-Will 


A proposal has been approved by the 
stockholders of Servel, Inc., to lower 
the value of its patents, contracts and 
good-will from $11,273,967 to one dollar, 
by lowering the stated value of the 
common stock by a similar amount 


Appoints Parsons & Dempers 


The Florida Growers, Tampa, Fla., has 
appointed Parsons & Dempers, publish- 
ers’ representatives, Chicago, as its Mid- 
Western advertising representatives. 


Joins Schwab and Beatty 


J. A. Goodman, formerly an account 
representative with The Green-Brodie 
Company, New York, has joined the 
staff of Schwab and Beatty, Inc., adver- 
tising agency, of that city. 
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a 
ROSPECT INVENTORY 


Successful merchants stock what people want, 
not what they think people ought to want. 


Successful advertisers buy space in newspapers 
people want, not in newspapers they think people 
ought to want. 


Purely personal opinions of newspapers as ad- 
vertising mediums are as dangerous as similar 
opinions of merchandise—no smart merchant 
confuses his own preferences with those of his 
customers. 


There can be only one best way to buy news- 
paper space in markets where circulations grow 
too big for any one class to dominate them — buy 
the largest concentrated circulation the market 
offers in a given field. It is the one sure way to 
keep prospect inventory at its most profitable point. 


In Chicago that can mean only one thing —selec- 
‘ tion of the preferred evening paper in America's 
second market, the Chicago American. 


CHICAGO AMERICAN 


a good newspaper now in its ELEVENTH YEAR of 
circulation leadership in Chicago's evening field. 


National Representatives : 


RODNEY E. BOONE ORGANIZATION 





Farmers Welcome the Delco-Light 
Demonstrator-Salesman 


How a “Ticket to a Night Show” Is Made the Center of a Rural Market 
Sales and Advertising Effort 


By S. M. Ballard 


Manager, Advertising and Sales Promotion, Delco Appliance Corp. 


VERY week day night, a sub- 

stantial part of the Delco- 
Light sales organization starts on 
a selling trip out beyond the 
limits of towns over the country. 
These men are selling electricity 
after dark to farm 
people. 

Such an unusual re- 
quirement on the sales 
organization also makes 
its demand on the ad- 
vertising which must 
assure the selling man 
that the farm house 
door will be opened and 
that a friendly atmos- 
phere will already be 
created when he ar- 
rives. 

In our organization we 
like to consider that the 
night demonstration of 


This demonstration will be, i: 
effect, a ‘night show’ of hom 
lighting with electricity. Th 
demonstration is to be provided o1 
a night convenient to the holder oj 
this certificate and preferably whe: 


electricity in a pros- Jee arte wees 708 wn dept tame leap 00 life ender the cheerfal glow of crynsl 


pect’s home is not so 
much a sales presenta- 
tion as a “night show” 
of electricity’s benefits. 
The printed piece which 
we use to open the door 
for the selling man in 
the countryside dark- 
ness is regarded as a 
ticket to a “night show” 
rather than by its for- 
mal name of Home 
Demonstration 


nughe 


electric lamp 


seeing this room at wight. This 
room where they have lived and 
loved through gladness and sor 
row... a r00m gracious by day, 
but darkened by shadows at 


lato the narrow crrcle 
cast by the family ox! lamp steps 
the frendly Delco- Lightman. On 
the tab he places his beatiful 
he presses the 

bumon ... the mystic circle 
| vanishes a5 darkened corners — © fiemu Wamriprment! 


but an important milestone ia the ives of all ight... Aad more wonderful sull. this glonows 
this family. an event to he remembered joy electric lamp is here to stay, and with it will be 


ously down the years. For the first time they are electric lights in every room to fil the whole 


house with a mew happiness and 

jor Another family has accepted 
Deico-Light 

As you read this page. can’t 

you prcture, im your mind's eve 

this scene im your home? Can tyou 

of light picture this lamp on the table in 

your living room? Caa't you see 

the smile on her face? Can't you 

hear the laughter of the children 

Listen to the message of ligh: 

Divlow Light tthe Paneer Form Ele aren in is brought to you. Le 

rts Phawt Br componton priest are 
‘eigen there be light in vour home 


—>> >< <<— 


>»+-WNow 3$0.000 satisfied users 


Certifi- | DE LCO-LIGHT 


cate. | DEPENDABLE ELECTRIC POWER AND LIGHT 


This certificate mea- 


sures 8% by 11 inches, The Illustration in This Farm-Paper Advertisement 

with engraved border Shows a Demonstrator-Salesman in a Farmer’s Hom: 

and background. Printed 

in script appears the following 

copy: 
“Home 

cate. This 


Demonstration Certifi- 
Certificate entitles 
———— to a complete home 
demonstration of Delco-Light at 
night, without cost and without 
any actual or implied obligation to 
install any Delco-Light products. 


all the family is home to enjoy its 
fullest significance and educational! 
value. Issued at Rochester, New 
York, this ——— day of —— 
A.D., 193—.” 

The holder’s name and the date 
are filled in by a member of the 
advertising department skilled in 
producing a “diploma-like” script 
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Each certificate is personally 
signed by the manager. 

The final touch that probably 
gives the certificate its greatest 
value in the mind of the recipient 
is a gold wafer, with red ribbon, 
embossed with the Delco Appliance 
Corporation seal. 

On the back of the certificate is a 
picture printed in color of the 
demonstrating lamp, used by the 
selling man in staging his “night 
show” in the farm home. 


in Appointment Is 
Made for the “Show” 

To visualize the showmanship 
of our salesmen, consider the con- 
ditions surrounding an_ electric 
plant sale. Here is a farm family 
which knows that electricity would 
be a fine thing—but as yet the con- 
trast has not been sharply enough 
drawn between its present mode of 
living and the manner in which it 
would live if electricity were in 
use in its home. 

An advertising coupon is filled 

it some evening and sent to the 
factory. Back comes a letter, ac- 
companied by advertising folders 
—and a Home Demonstration Cer- 
tificate. A day or so later, the 
salesman calls and makes an ap- 
pointment for a “night show.” On 
that night he appears and parks 
his car in the barnyard. From a 
plant on the back of his car, he 
reels a wire into the farmhouse liv- 
ing-room and connects it to his 
lemonstration lamp on the table, 
alongside the oil lamp. 

The early part of his sales talk 
s made by the light of the old 
lamp. Not until he reaches the 
stage of the “night show” where 
he contrast with electricity is to 
be made, does he switch on the 
electric light. That is always a 
lramatic moment. 

For the first time, the family 
ees a room of its own home un- 
der electric light. 

The night demonstration is the 
focal point of much advertising and 
promotional effort. At sales con- 
ventions methods of making the 
demonstration are shown. It is 
dramatized in every way possible at 
such meetings. Therefore, it is 
natural that in the advertising, we 


PRINTERS’ 


INK 31 


should give a full measure of at- 
tention to the method of making the 
sales presentation by sending the 
prospect a “ticket” to the “night 
show.” In our advertising from 
time to time we even picture a 
night demonstration being made. 

We get our best evidence of the 
efficiency of the certificate from 
two sources. One is our ratio of 
sales to inquiries, showing a good 
average in a specialty sales organ- 
ization with a product of high unit 
cost. The other source of our 
confidence in the certificate is the 
salesmen themselves. Although 
it is designed primarily for those 
prospects who send in coupons 
from our advertising, frequently a 
member of the sales organization 
asks that a certificate be sent to a 
farmer with whom he has been 
contacting but who has not made 
an engagement for a night demon- 
stration. 

As was mentioned previously, the 
Home Demonstration Certificate is 
not the only piece of printed ma- 
terial sent a prospect when he 
mails us a coupon. We mail along 
with it a fill-in letter and a full 
assortment of folders covering all 
products about which he inquired. 
It saves selling time to have the 
prospect familiar with the mer- 
chandise before the salesman ar- 
rives for his “night show.” 

Inquiry replies and demonstra- 
tion certificates are followed up 
carefully to make sure effective 
sales work carries on the work 
to the logical conclusion in a sale. 


Avoiding Delay 
on Inquiries 


When the reply, with literature 
and certificate is mailed to a pros- 
pect, a carbon copy of the letter is 


forwarded to the headquarters 
office in the district where the sell- 
ing man operates. These carbon 
copies, with the coupon attached, 
go to each district office daily in 
envelopes of a brilliant cherry 
stock, so that they are outstanding 
in the mail received by that district 
office daily. On the outside is 
printed the injunction: “Inquiries. 
Do not delay. Please send to your 
dealers the same day received.” 
The person in the district head- 
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quarters charged with this re- 
sponsibility promptly sorts the in- 
quiries into piles, one for each 
dealer’s territory. If John Stevens, 
prospect, is in Tipton County, the 
copy of the letter to him goes into 
the Tipton County pile for the 
dealer there, William Jones. The 
next day, William Jones receives 
the inquiry in a smaller cherry- 
colored envelope and knows that 
John Stevens, out on Route 3, has 
inquired about Delco-Light and 
has received literature and a Home 
Demonstration Certificate. William 
Jones knows that it is his cue to 
see John Stevens, make an engage- 
ment for the “night show” and 
close the sale while Farmer 
Stevens’ interest is still hot. 

Another carbon of the original 
letter goes into the follow-up file 
at the factory. Two weeks later 
a letter can be sent direct to the 
prospect, asking if a demonstration 
has been made. This is not done 
consistently, but only in cases 
where there may be a feeling that 
the salesman is lax in following 
up inquiries. The closest and best 
follow-up comes from the district 
office, where a record is kept of 
inquiries sent to each dealer. Each 
week, the district headquarters 
checks up on results from in- 
quiries and works with selling 
men on some of their “night 
shows.” 

In the main, however, use of the 
certificate eliminates the need for 
check-up on selling men to make 
sure the demonstration is made. 
The selling man feels reasonably 
sure that the advertising, in giving 
a “ticket” of admission to his 
“night show,” has created a 
friendly atmosphere for the stag- 
ing of his dramatic sales presen- 
tation. When such a feeling on 
the part of the selling man exists, 
he does not stand in such great 
need of a supervisory prod in or- 
der to be kept busy. 


T. O. Grisell Joins Surprenant 


Thomas O. Grisell, for several years 
with Batten, Barton, Durstine & Osborn, 
Inc., as director of marketing, has joined 
Surprenant & Company, Inc., New York, 
investment underwriting, as vice-pres- 
ident and distribution analyst. He was 
most recently president of the Neidich 
Viscose Corporation and the Neidich 
Cel-Lus-Tra Corporation, New York. 
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Mr. Poag Gave Fresh Emphasis 
to What Has Been Said Before 
New Rocue tte, N. Y. 

Editor of Printers’ Inx: 

If you ever printed an advertising 
fundamental in your whole publishing 
existence, you did in your issue of 
March 17, in the article on the Buick 
campaign ‘where E. J. Poag, the Buick 
assistant sales manager, in speaking of 
the “‘copy,’’ says: “The messages are 
not addressed to ‘The Public,’ or ‘Car 
Owners,’ nor are they signed. Nothing is 
allowed to detract from their impor- 
tance.”” (The italics are mine.) 

All of which is getting back_to first 
advertising principles, for as John E. 
Powers, of cherished advertising mem- 
ory, once said to me: “It’s the tdea 
you're selling,” or as Arthur Freeman 
puts it: “It’s the Joad, not the vehicle, 
you’ve got to deliver.” 

Griptey ADAMS. 


i oo _ 
Descriptive Trade-Marks 
Again 
In a case involving a group of com 
panies, but centering around the validity 
of the word “Compo” as a registered 
trade-mark for a shoe accessory, the 
United States Court of Customs and 
Patent Appeals recently handed down 

an interesting decision. 

One of the points arising in the case 
was whether a word that was descriptive 
fifty years ago, but which, it was con- 
tended, had “long since become obsolete 
and forgotten,” could be registered as a 
trade-mark. Pointing out that it would 
be an almost impossible task to tell, in 
each case, when the meaning of a word 
had become “obsolete and forgotten,”’ the 
court ruled that “‘Compo” is descriptive 
and cannot be appropriated as a regis- 
tered trade-mar 


Abbott Kimball Heads Own 


Business 
new advertising agency, Abbott 
Kimball. Inc., has been formed by Abbott 
Kimball, formerly a member of the firm 
of Lyddon, Hanford & Kimball, Inc., 
New York, now Lyddon, Hanford & 
Frohman, Inc. Offices will be located at 
250 Park Avenue, New York. Mr. 
Kimball was at one time associated with 
the Curtis Publishing Company and the 

Condé Nast Publications. 


Electrical Tool Account to 
Harlan 


The United States Electrical Tool 
Company, Cincinnati, has appointed the 
Jesse R. Harlan Company, of that city, 
to direct its advertising account. A new 
campaign, to be launched in the near 
future, will make use of business papers 
and direct mail. 


William T. Card, for a number of 
years advertising manager of the George 
E. Keith Company, Brockton, Mass., 
Walk-Over shoes, has been appointed 
editor of The Shoe Style Digest, Boston. 
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of “The Good Earth,” whose new novel 
“Sons” is now appearing in Cosmopolitan 
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And when I answered this with shame and sympathy, 
asked piteously, “But surely—America?” 
could only answer, “I do not know America myself, 
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FEW DAYS after the 
little Japanese continental 
army leaped like a tiger in the 
dark on the unprepared Chi- 
nese hordes in Manchuria, my 
wife and I headed north 


been piled up, eight cars on 
top of the engine—the work of 
bandits operating unchecked 
since Japanese soldiers had 
driven Chinese railway police 
off their duty. A train passed 
us jammed with refugees, who, 
a few miles northward, had 





eighteen-year-old lad who was 
making his first trip, his pre- 
decessor having been killed— 
bowed his way into the compartment, saying: “A mili- 
tary gentleman here begs conversation.” 

The man was well uniformed—all insignia, however, 
had been removed. “I am a Chinese major,” he said. 
“If I wore my ‘rank’ I would be mistreated by the 
Japanese troops. I want to talk to an American and 
find out what you and your countrymen think about 
this situation. I have lived among the Japanese and 
gone to military school with them and they tell me that 
the time has come for Japan to strike out for the 
dominance of Pacific Asia. 

“They say that the European Powers can be ‘fixed’; 
that America 


way or Japan, these men say, must deal her a blow 
which will make her no longer a factor on this side 
ocean. What do you think your country would 

faced by this alternative?” 
looked my questioner over curiously. His questions 
suspiciously un-Chinese. “America,” I opined, 
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“‘Man-o’-war Row” 


which world history will 


| “would probably wait for Japan w 
make good on her bluff. | thi 
there is little likelihood of 
abandoning our insistence on th 
independence of China. Just whall 
sort of blow do your Japanm 
friends have up their sleeve? 

“They say they could take Manik) 
easily. At Washington they agree 
to a three-five ratio on ships & 
cause much more valuable t# 
them was the discontinuance ¢ 
fortification of the Philippines. Possessing the islané 
shutting in Asia from Vladivostok to Singapore, Japa 
would fight a defensive war with submarines and al 
craft, they say, leaving it for your country to find a wy 
to attack five thousand miles from home.” 

“What of Russia?” I asked. 

“The one nation which the Soviet would partic 
larly like to weaken in world influence is the United 
States,” said my strange guest. “My Japanese militay 
friends claim that in the event of war with the Unite 
States, Russia would extend them benevolent neutnl- 
ity. They have no fears regarding that quarter, af 
they say that they can whip America. They say thi 
always in history a poor and desperate nation bi 
whipped a rich and flaccid one!” 

With this, he looked at me searchingly. Obviously, 
he expected to get a “rise.” 

“Have it your way,” I said; “grant your friends co 
plete military success. What about the economic sit! 
How long before Japan would be financially ruined af 
drained of war materials, while the United States woul 
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be getting her unlimited 
bly regimented?” 
at do you mean, 
ic side?” he asked. “I don't 
anything about this. I 
a military man.” 
cssibly,” I said, “lack of 
knowledge may prove very 
trous for military men.” 
had been speaking in 


jot a word; I never learned 


ve some grapes, said, 
ding a luscious bunch I 
bought. He ate. 


vital 


The shot fired 


at Shanghai presages 
the most momentous 
‘ered in the history 
of the World, great 
Asiatic Authority says 


Upton Close — explor- 

er, lecturer, author—is 

America’s most popular 

interpreter of the Far 

East. His real name is 

Josef Washington Hall 

During the World 

War he was recalled 

from his travels by the 

United States government to conduct in- 

telligence work in a secret wey 4 of 

the Japanese invasion of Shantun, keep 

his identity unknown, he si oi s dis- 

tches “Upton Close.” He relates that the 

apanese offered him 3000 yen if he could 

discover this troublesome person “Upton 

Close” —which gave him an y ate to 
go through their li kin himself! 
le is the author of evolt of Asia” 
and “In the Land of the Laughing — 

article, written especially for Cos- 

MOPOLITAN, tells what is behind the scenes 

i great drama on the opening act of 
which the curtain has so recently risen. 


“Are they tasty?” 
And in Japanese he 

replied, “Delicious, 

” 


Tie pian 2 aa mentality 
of the Japanese inner mili- 
tary clique, completely ex- 
hibited in this would-be 
Spy’s conversation, are well 
known to those of us who 
have lived through re- 
peated (Cont. on page 150) 
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| appeal and today’s 

: buying habits are 
both distinctly fam- 

“ily affairs. 

| Intelligent family 

| action is most easily 
stimulated by the 
family type of mag- 
azine — of which 
COSMOPOLITAN 
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| sistently successful 
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Not Interested in Profit 


Tire Industry Furnishes Object Lesson in Dangers of Private Brands 
and Price-Cutting 


Lorp & THomas anv LoGaN 
Cuicaco 
Editor of Printers’ Ink: 

Can you give us any data relative to 
the merchandising policies and practices 
of any of the leading tire manufac- 
turers 

If you will explain the difficulty that 
causes the continued inability of the in- 
dustry to make progress—its present 
troubles and what in your opinion is 
necessary to successful tire sales—the 
courtesy will be omy oo 

Cuppiny, 
Director, Markets & Media. 


IRE manufacturers depend up- 
on four major markets for 
their sales: 

1. Automobile manufacturers for 
original equipment. These tires are 
sold under the tire manufacturer’s 
own trade-mark. For some time 
this branch of their business has 
brought no profit to the tire pro- 
ducers and in some instances actu- 
ally involves a loss. Sales for orig- 
inal equipment represent about 19 


per cent of the total sales for the 
industry. 

The competition in this branch 
of the industry has been very keen. 
It is felt that getting one’s tires 


used as original equipment has 
two advantages: (1) It provides a 
fairly accurately predictable vol- 
ume which keeps the plant in 
operation and, (2) there is con- 
siderable b Be value in hav- 
ing one’s tires on a car when it is 
delivered to the consumer. 

2. Private brands. The larger 
manufacturers in their efforts to 
keep volume up are obtaining mass 
distribution of tires through mail- 
order houses and oil companies. 
These tires do not bear the manu- 
facturers’ trade-marks but are sold 
under such names as Riverside, 
Atlas, etc. 

3. Fleet operators. There has 
been a tendency lately among man- 
ufacturers to sell direct to large 
commercial accounts. Companies 
operating a number of trucks or 
passenger cars for salesmen’s use 
buy directly from the tire company 
at large discounts. 

4. Independent tire retailers. In- 
dependent automobile tire dealers 


account for the greater part of the 
replacement business, but they are 
getting a smaller and smaller share 
of this. 

The independent dealers are ex- 
pressing a growing dissatisfaction 
with the selling methods of the 
tire manufacturers. They don’t like 
the idea of the manufacturer at- 
tempting to get large volume pro- 
duction at their expense. The com- 
petition of the mail-order houses, 
oil companies and factory-owned 
service stations has cut deeply into 
the independent’s business. In 1931 
nearly 8,000,000 of the total of 
37,000,000 replacement tires were 
sold by mail-order houses, chain 
stores and gas stations, and 10,- 
000,000 were sold by the manufac- 
turers’ own retail stores. Indepen- 
dents feel that they were entitled 
to most of this business. 


Ill Feeling 
Increasing 


The ill feeling between manufac- 
turer and independent has _ been 
increasing within the last few 
months. Tire dealers are complain- 
ing about the scale of prices for 
the various classes of trade. 

The whole affair is an enormous 
mess. The manufacturers have no 
one to blame but themselves, al- 
though some of them do try to 
blame the dealers. They claim that 
the new competition of mail-order 
houses and chain selling would not 
have gained such importance if 
dealers had given adequate and 
efficient service. They point out 
that the large buyers generally dis- 
count their purchases, make no 
demands for excessive terms, re- 
quire little time and trouble to 
handle and are, therefore, more 
profitable. They claim that the in- 
dependent dealer has not been doing 
a real selling job. 

No doubt many of these claims 
are true but the obvious retort 
would seem to be that, if all this is 
true, the profits of those tire man- 
ufacturers who have been doing a 
big private brand business should be 
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large. As a matter of fact, profits 
in the tire industry are few and 
far between. 

Tire manufacturers have had a 
wonderful opportunity. Production 
of tires rose steadily from 1917 to 
1928. Production declined in 1929 
for the first time in seven years, 
as can be seen in Figure 1. 

But take a look at Figure 2 
which shows tire prices. Prices 
have been dropping, with only a 
few rises, ever since 1920. Quality 
all this time was improved. Mile- 
age guarantees became the fetish of 
manufacturers and ruinous price- 
slashing was the weapon each 
turned against the other. 

These two charts are reprinted 
from The Annalist. William Wren 
Hay, in an article in that publica- 
tion, says: 

“It is debatable which had the 
more effect on tire sales—quality 
or price. The sales stimulant of 
low prices and more mileage be- 
came a two-edged sword, because 
while prices were lowered the 
longer-lived tire constantly re- 
duced the rate of renewals neces- 
sary to keep registered vehicles on 
the highways. Furthermore, the 
relatively rapid increase in ‘miles 
per dollar’ forced manufacturers 
to make a great many more tires 
in order to get the same sales 
volume. 

“Tire makers must now dispose 
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of twice as many tires as they 
sold in 1926 for the same amount 
of money. But because all of the 
large makers had to do the same 
thing aggregate capacity expanded 
at a rate nearly twice as fast as 
the avilable markets did. In their 
efforts to obtain the volume neces- 
sary to keep their plants in con- 
tinuous operation, the large manu- 
facturers competed more ruthlessly 
than ever for original equipment 
sales, neglecting the essential fact 
that replacement sales comprise 
their largest market. Then, too, as 
production continued to mount, all 
the savings from the larger volume 
were passed on to buyers, and 
profitless prosperity was inevitable.” 

Mr. Cuddihy asks us what is 
wrong with the tire industry. The 
answer, it seems to us, is this: Pri- 
vate brands, no-profit original 
equipment and price-slashing. In 
their efforts to obtain large volume 
the manufacturers have ignored 
profit. There are only a few ex- 
ceptions. As Mr. Hay says: “The 
tire industry is a paradox. It is the 
only one among all of our so- 
called mass production industries 
which did not enjoy several years 
of very profitable operation when 
its production was highest. In 1929, 
the year of greatest tire produc- 
tion, the four largest rubber manu- 
facturers earned only 7 per cent 
on the aggregate capital. In the 
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same year the largest steel cor- 
porations with 80 per cent of ingot 
capacity, earned 10 per cent, and 
automobile manufacturers selling 
80 per cent of all cars earned 
21 5/10 per cent on their combined 
capital. The rubber industry, with 
a much faster capital turnover than 
steel makers, and with as high a 
rate of turnover as motor car 
makers, was much less efficient in 
the use of its capital.” 

What is the remedy? Perhaps 
the new “doughnut” tire will help 
bring some of the manufacturers 
out of the woods. This is a low 
pressure tire for automobiles sim- 
ilar to that in use on airplanes 
since 1927. It is designed to carry 
an air pressure of from ten to 
fourteen pounds, as compared with 
twenty-five to forty pounds pres- 
sure for the present balloon tires. 
It is claimed for these tires that 
they are almost puncture-proof, are 
safer, give greater riding comfort, 
increase the life of a car, eliminate 
skidding and take hold in soft 
ground. With this new tire as a 
talking point, it should be possible 
to stimulate consumer interest and 
sales. 

Probably, however, the industry 
will insist on competing on price 
and forget profit. 

It seems to us that the tire in- 
dustry as a whole might consider 
the following : 

1. Stop price competition. Indi- 
vidual manufacturers should be 
able to find some way to do as is 
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done in many other industries— 
price their products so that a profit 
can be made, and pay less attention 
to what competitors are doing. 

2. Find a new talking point. Al- 
ready there are signs of individual 
manufacturers attempting to bring 
their tires up out of the price rut 
by advertising special features 
which are exclusive with them. 

3. Educate dealers. This industry 
has been especially lax in its work 
with dealers. Tire dealers, as a 
whole, are no worse than those in 
any other field. They are anxious 
to make a profit and the tire manu- 
facturer who will help them do 
this, sincerely and intelligently, can 
be assured of co-operation. It is 
easy to blame the retailer for poor 
selling methods and often difficult 
to correct his ways but it can be 
done and has been done in other 
fields. A few of the tire companies 
have been gaining dealer confidence 
through co-operation. Most of the 
manufacturers have, however, let 
the dealers work out their own 
problems. 

4. New products. Some of the 
tire manufacturers have broad- 
ened their business to include new 
rubber items. Some of these addi- 
tional lines are extremely profitable 
but the profits obtained from them 
are eaten up by the tire division. 
These other rubber divisions de- 
serve more attention than many of 
them are receiving. 

Of course, there are many indi- 
vidual tire makers who are doing 











da PRINTERS’ INK 


some or all of these things. The 
industry, however, is open to severe 
criticism for its lack of foresight 
and its inability to make profits for 
its stockholders on the volume of 
business that is obtained. Each 
manufacturer believes that there 
are certain circumstances that make 
his present course necessary. The 
suggestions we have offered are not 
based upon what we think every 
tire manufacturer should do, but 
on merchandising principles that 
have proved to be sound in other 
industries. The data in this article, 
on which we have based our con- 
clusions, were obtained from vari- 
ous authoritative sources. 

F. A. Seiberling, president of the 
Seiberling Rubber Company, has 
summed up the tire industry prob- 
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lems in the following remarks. 

“The industry is face to face 
with this vital question of funda- 
mental distribution policy. Is the 
independent dealer of sufficient 
importance to the prosperity of the 
tire industry to justify sales 
policies calculated to build up, 
strengthen and preserve his busi- 
ness, or, should the policies of the 
tire industry be to abandon the 
independent dealer as a medium 
through which to sell the tire re- 
placement market and endeavor to 
reach the replacement market 
through the mail-order, chain store, 
chain service stations, oil company 
stations, and by direct sales from 
the tire manufacturer to commer- 
cial accounts?”—[Ed. Printers’ 
INK. 


What Groucho Says 


Gent. Treas. Is Nobody’s Fool After All 


OU remember what I told you 

*bout Gates being merged? Say 
old Gent. Treas. isn’t such a gosh 
awful fool. Just came to my mind 
something Gent. Treas. said when 
Gates breezed outa the firm with 
some good accounts. 

Gent. Treas. sez to me: 
“Groucho, good-bye and good luck 
to Gates. He's taking some fair 
billings but he’s taking an unholy 
lot of overhead along with it. I’m 
not shedding any tears.” 

I just thought that was front of- 
fice high hat when a good man 
pulled his freight. Well, the way 
Dingle merged Gates and threw 
that old overhead outa the window 
makes me think old Gent. Treas. 
is quite a foxy bird in spite of 
what I thought. 

"Nother thing. Gent. Treas. 
keeps asking everybody: “Why 
don’t we get more small accounts ? 
Don’t you think there’s gonna be a 
lotta direct-mail stuff that some- 
body can make money on?” 

Then one of the old-timers will 
kick about “small stuff” and Gent. 
Treas. will mention Woolworth 
who has only just now got up to 
20 cent units, but so far never 
went broke on small stuff. “They 
got overhead too,” sezze. 


What does Boss say to it all? 
I'll tell you. Last week looked as 
if we might get Carroway Seed 
Cigarettes, "bout six million ap- 
propriation. 

Boss said: “We gotta keep our 
equipment to handle big accounts. 
That’s where our business oppor- 
tunities lie. This week somebody 
else got Carroway on a stunt to 
banish war and international hate 
through the soothing effects of 
Carroway Seed international tobac- 
cos all blended into the soothing 
Carroway Seed Cigarette.” 

Great idea, eh? Well, this 
morning Boss has been saying that 
a total of small things may be big. 
He mentioned the number of drops 
of water in the ocean, and yes, he 
even mentioned Woolworth. 

Oh, we’re coming on fine. One 
day we spread ourselves all over 
the big idea of a new era of small 
and growing accounts. Next day 
we chuck that idea out and get all 
het up over some three or four 
million which looks to be loose, 
and which mebbe we can get—and 
don’t get. 

And there you are. That’s the 
agency biz as is in the best little 
agency on earth. 

GroucHo. 
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DETROIT’S all ablaze with 


“new models.” The Fourth City’s firing 
shots now reverberating ’round the world, in 
this flashing barrage of new motor cars laid 
down on “all fronts.’”’ And are people re- 
sponding? You should see the showrooms 
mobbed by anxious, hungry buyers. ’Tisa 
good augury. And concerns every man, 
woman and child, no one excepted. So we 
say to you advertising men... go and buy 
yourself one of these “‘new models.” As 
usual, do//ars count, in motor car buying, 
in advertisement buying. After all, asking a 
buyer to buy something is just horse sense. 
And so, you ought to aim advertising at 
pocketbooks rather than “‘just folks”... which 
is what The Free Press enables you to do here 


in Detroit . . . and at lowest cost. THE 


DETROIT FREE PRESS 





AN EXPERIMEN 
by True Story 


+ 


Magazine publishers who rely turning these unsold copi 
on newsstand sale have al- into voluntary, genui 
ways been faced with the reader interest circulation. 
problem of unsold copies on Effective with the Marc 
the newsstand. These unsold 1932 issue True Story whol 
copies naturally are of no salers were instructed thi 
value to either the publisher copies unsold after the f 


TAKE HC 


or the advertiser. It has been _ sale period were to be handk 

the method in the past to re- as follows: 

turn the covers of unsold cop- The upper right hand co prefull 

ies to the publisher and the ner of all unsold copies w@me ci 

remainder of the magazine isto be clipped two inches eadgsuc”” | 

junked by the wholesaler. way. Red stickers announgdepa 
Now True Story is experi- ing special priced issue at 1794 

menting witha planwhereby supplied by our circulati 

we expect to sell asubstantial department were to be past 

part of this former waste as 

additional voluntary circu- 

lation. We minimize an eco- magazines then to be place 

nomic circulation problem on sale at 15c. (See illustra 

and the advertiser is given tion above.) 

additional voluntary circula- 

tion over and above the nor- 


mal sale. 
Briefly, here is the plan for circulation department ame not. 
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Closing Out the April Issue 
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This is what you do 





1 Clip upper right hand cor- 
ner cover twe inches each 
way, and return clipped cor- 
ner to us for credit in regular 


way. 


2 We will supply you with 


a quantity of these spe- 
cial 15¢ red stickers. 


Paste special sticker on 
upper right hand corner 
covering clipped corner. Put 
on sale at 15c. Give both 
April and May True Story a 
big flash on your newsstand. 
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nand cogrefully checking results. In 
ypies weme cities the “last month’s 
ches eapue” is placed on sale only 
announ@departmentstores. In other 
ue at 1gties these copies are sold on 
rculatiome newsstand. In either in- 
be pastgance, however, the sale is 
.and cogpsolutely voluntary and the 
1 cornegeader interest is genuine and 
e additional circulation is 
ndeniably of value to the 
vertiser. 

n in og In summation, three out- 
eks anganding points are accom- 
; and thflished. First, unsold copies 
nent ame not junked but converted 


e place 
illustra 


Detailed Instructions to Wholesalers 


into voluntary and genuine 
reader interest circulation. 
Second, it is valuable as a sam- 
pling method for every copy 
sold calls the attention of the 
reader to the current issue on 
sale at 25c. Third, this gives 
the advertiser additional cir- 
culation over and above the 
normal sale. 

That’s the method. It offers 
the advertiser additional cir- 
culation over the normal sale 
at 25c and makes True Story 
an even greater sales me- 
dium. 
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Worcester, Massachusetts 


New England leads in Automobile (passenger car) registrations, U. S. average per 


family, 1.3%. NEW ENGLAND average per family, 1.4%. 


Worcester Women Respond To 


NEWSPAPER Advertising 


During a study of the Worcester city and suburban market 
made by Emerson B. Knight, Inc., women-heads-of-families 
in the city and suburbs were asked the direct question: ““To 
what form of advertising do you pay most attention?” 


Of all these women-heads-of-families who indicated 
their preference for any one form of advertising 


Indicated Their Preference 
92 35% for NEWSPAPER Advertising 
Of all families in Worcester and within the average |8-mile 


Worcester suburban trading area who regularly, every day, 
receive in their homes a Worcester newspaper 


* 85.33% Their Homes Sx Daye Every Week 
*Figures based on direct interviews with women-heads- 
of-families in every section of the Worcester Market. 

The Worcester Market, rich, stable, responsive, is effectively 
cultivated only through the Telegram and Gazette—the news- 
papers read daily in an overwhelming majority of Worcester 
Market homes, and relied upon by the woman-head-of-family 
who spends so large a share of the family budget. 


Telegram and Gazette circulation is as solid as the market 
which it covers. For five years it has exceeded the 100,000 
mark, for more than two years, the 105,000 mark. The cir- 
culation INCREASE of the Telegram and Gazette during 
the past ten years is greater than the ENTIRE circulation of 
Worcester’s other newspaper. 


Average Net Paid Circulation for the Year 1931 
Over 105,000 Daily Over 53,000 Sunday 


THE TELEGRAM-GAZETTE 


Worcester, Massachusetts 
George F. Booth, Publisher 


Paul Block and Associates, National Representatives 


New York Boston Chicago Detroit Philadelphia San Francisco Los Angeles 


Apr. 7, 1932 














ket 
lies 


To 


ile 


ds- 
et. 


ly 
er 


ly 


et 


0 


1g 
of 


geles 











Bunk as a Copy Appeal 


A Cigar Advertiser Frames His Campaign for a Cynical Age 


AN intelligent interpretation of 
44% the probable temperament, or 
probable “temper,” of the Ameri- 
can public today marks the new 
and novel “Bunk-Truth” news- 
paper campaign on King Edward 
Cigars, made by John H. Swisher 
& Son, Jacksonville, Fla. 

Advertisers, today, have a dif- 
ferent psychology to deal with 
than at any time in the last decade. 
Few time-honored doctrines are 
held sacred any more, most com- 
monly accepted beliefs get the 
fishy eye, and the latest popular 
indoor and outdoor sport is to ac- 
cord everything the least bit ques- 
tionable a _reverberating “rasp- 
berry,” or a_ short snort of 
“bunk !” 

That apparently is the analysis 
that the makers of King Edward 
Cigars have formed of public opin- 
ion today, and they have built their 
entire campaign to conform with 
this attitude.’ The philosophy 
underlying the campaign is further 
explained in a prospectus on the 
campaign sent to the trade. The 
foreword reads in part: “Does 
hooey help? Not for very 
long ! 

The general public is easy-going 
and tolerant, but sooner or later it 
gets fed up on wild claims, fool- 
ish promises and exaggerations 
that insult the intelligence of a 
grade school pupil.... For all 
these reasons—and because much 
of today’s advertising, both in the 
tobacco business and outside of it, 
gives us, frankly, a pain in the 
neck—we are embarking joyously 
on a de-bunking voyage in the 
public press.” 

All the advertisements are 270 
line, two-column size. They are 
appearing in Sunday and daily 
newspapers in the larger metro- 
politan centers where distribution 
has been obtained. 

The layout style is uniform 
throughout. First there is a ridicu- 
lous claim of some sort for King 
Edward cigars that is headed with 
the crudely written caption “Bunk” 
and an appropriate cartoon illus- 























The Layout of All the Advertisements 
Is Similar to This One 


tration. This is followed by a 
modest disclaimer of the absurd 
statement, under the clean-cut cap- 
tion “Truth.” Secret processes and 
far-fetched results from smoking 
are the target for light shafts of 
sarcasm, but the prevailing trend 
is humorous, not bitter. 


Death of J. J. Kennedy 


ohn J. Kennedy, head of the Kennedy 
Advertising Agency, New York, died on 
April 2 at Brooklyn, N. Y., at the age 
of fifty-nine. He had established the 
advertising agency which bears his name 
in 1911. 


New Detroit Business 
A new commercial art studio has been 
established at Detroit under the name of 
Preston-Hubert & Associates. 
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No Forced Combination’ here 


NE point the publishers of The Globe wish to make clear, a point 
on which surface impressions often lead to a misconception. 


The Boston Globe is published in morning and evening editions 
— but it is one paper, with no more difference in make-up or news than 
between any two editions of another newspaper. 


To give its readers the news of the day, various editions of The Globe 
are published, each with the very latest news dispatches. But in all 
other respects, the editions are, alike — editorial features, syndicate 
features and advertising. 


Some readers prefer to receive their Globe in the morning — 
others in the evening. But the duplication between the morning and 
evening circulation is negligible —far less than its duplication in 
circulation with other Boston newspapers. The 4A Survey has proved 
this beyond any question. 


In buying the daily Globe circulation, you buy one paper, one 
group of readers concentrated in all of the 151. buying centers that 
make up Boston’s shopping area. 


Boston merchants know The Globe is a one-paper buy famous 
for results. These results are no accident. The make-up of this paper 
encourages the reading of advertising by giving the news of the shops 
equal prominence with news of the day. 


This unique make-up has been dictated by the preference of Globe 
readers themselves—it has been the experience of the publishers that 
this great buying group of more than 300,000 families wants to read 
advertising. That's why so many locai merchants use the columns of 
The Globe for quick and traceable advertising results. 








Old Product Sponsors the New 


‘6 HEN one is the proud 

possessor of a fine, staunch, 
old hunting dog, the time comes 
when he gets the feeling he would 
like to raise a young one and see 
if he can produce a companion 
equally as good or perhaps better 
than his old standby.” 

In this unorthodox fashion, 
George A. Beardsley, president, 
J. W. Beardsley’s Sons, describes 
the reasons for bringing out Pre- 
pared Shredded Codfish Cakes as a 
companion for the company’s long 
established Shredded Codfish. 

“After a lot of preliminary 
work,” adds Mr. Beardsley, “the 
time comes for the final training 
and the owner takes the young 
puppy out alongside the veteran. 
The older dog slowly but surely 
helps to carry the puppy over the 
bumps. 

“We did not want the trade or 
consumers to feel that our new 
product is ‘just another article’ 
but that it is the same good old 
Shredded Codfish in a new form. 
Therefore, we ran the ‘young 
puppy’ right alongside the ‘older 
dog’ and put both packages in a 
single display carton under the 
name of ‘Beardsley’s Shredded 
Codfish.’” 

Thus the company, by the use 
of a simple display device, was 
able to bring out a new product 
under the direct sponsorship of a 
product that has been on the mar- 
ket for many years. Packed to- 

+ 


~ - 

Death of George Nowland 

George Nowland, president of the 
George Nowland Corporation, manufac- 
turers’ representative, died last week at 
New York. He was one of the founders 
of the Poor Richard Club of Philadelphia, 
where he first engaged in advertising 
work. For a number of years Mr. Now- 
land was advertising manager of the 
Fels-Naptha Soap Company. He was a 
former president of the Manufacturers 
Association of New York. 


Advanced by Toronto Agency 

Frank Wright, a director and for the 
last two years assistant manager of the 
Montreal office of the James Fisher Com- 
pany, Ltd., Toronto advertising agency, 
has been appointed manager of the Mon- 
treal office. He succeeds Harold M. 
Reid, resigned. 


+. 
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gether as they are, they offer no 
temptation to the dealer to sepa- 
rate them and, at the same time, 
relieve the dealer of a great deal 
of the point-of-sale effort that so 
often is needed in the introduction 
of a new product. . 


+ 
Now Seehof & Hoops 


_ Heath-Seehof, Inc., Chicago advertis- 
ing agency, has changed its name to 
Seehof & Hoops, Inc. Walter W. 
Hoops, the new member of the firm, was 
until recently vice-president of Carroll 
Dean Murphy, Inc., advertising agency 
of that city. He will be vice-president 
and secretary of Seehof & Hoops. 

Jerome F. Seehof continues as presi 
dent and treasurer. 


Death of J. D. Wells 


John D. Wells, until recently a mem- 
ber of the executive staff of Advertising 
Industries, Inc., Buffalo, N. Y., died at 
that city on April 2 at the age of fifty- 
three. He had formerly been managing 
editor of the Buffalo Courier-Express and 
also of the Buffalo Times. 
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I’m Outgrowing 


My Clothes 
AD 


I’m fond of home cooking, so we’ve always gone to 
restaurants that specialize in it. But somehow it tastes 
better at home, so I hinted to the wife that she drop her 
lessons in contract and take a few in cooking. Of 
course I was in bad right away, but so many of her pals 
go to The Examiner Cooking School—more than a 
thousand women every week—that finally she became 
interested, and now the things she does on our kitchen 
range are making me outgrow all my suits and our food 
budget. But food budgets are elastic out here, where 
they still cling to the old Los Angeles custom of three 
squares a day. In fact, the more than 200,000 families 
—more than 450,000 on Sundays—that start each day 
by bringing The Examiner in off the front porch, still 
buy the best the market affords, and plenty of it. So, 
if you know of anything that’s good to eat and you’d 
like to put it on the dinner tables of these moneyed 
Moderns of America’s Gold Coast, tell them about it in 
the newspaper that‘s their daily menu—read by more 
people and delivered to more homes than any other 
morning and Sunday newspaper west of the Missouri 
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REPRESENTED BY W. W. CHEW ORGANIZATION 
NEW YORK CHICAGO DETROIT 
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LOS ANGELES 
430 Chamber of Commerce Bidg. 
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EXAMINER (| 
Put Your Message Before the Moderns 


SAN FRANCISCO 


SEATTLE 
612-615 Hearst Bidg. 1510 Textile Tewer Bidg. 
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If you want to sellnow... 


tell the spenders?! 


IT TAKES more than “proved 
buying power” to make cash 
sales. It takes money in hand, 
plus the willingness to spend 
it... . Every reader test, of 
income and interests, has 
shown that The Digest’s read- 
ers are solid citizens, people 
of position, property owners. 
Now we can prove that they 
are spending freely —in a 
year when all business is 
searching for spenders. 

To take one example: We 
offered the Standard En- 
cyclopedia by mail to sub- 
scribers with a three years’ 
subscription, at $12 the set 
($18 in a special binding). 
A single letter, mailed in De- 
cember, brought more than 
100,000 orders! Total orders 
received this spring will 
amount to approximately 
250,000 — more than $3,000,- 
000 in sales. Plain proof that 
Digest readers are ready to 
buy now, and able to pay. .. . 
Another example, of closer 


THE LITERARY 


concern to advertisers: The 
Digest’s net paid circulation 
for March and April will 
average better than 1,550,000 
weekly — more than 10% 
above the guarantee! People 
are spending now to get The 
Digest — and spending more 
than they did in 1931, in 
1930, and 1929... . 
Exciting times like these 
enlarge the interest and in- 
fluence of The Digest. And 
The Digest plays its own ac- 
tive part in our national life. 
this year with notable polls 
on prohibition and presiden- 
tial candidates, with daily 
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news reports over the air, 
and with regular comment in 
street cars, airplanes and 
periodicals. 

Regardless of its leading 
role in the 1932 show, The 
Digest offers increasing num- 
hers of readers at rates re- 
duced a flat 25% — quotes a 
net price of less than $2 per 
page per thousand — and 
delivers class circulation at 
mass costs. 

This is a chance that can be cashed 
at once. We publish your appeal 


for customers less than two weeks 
after receipt—if necessary, only 


DIGEST 








eight days from plate to news- 
stand. Fast work, coming and go- 
ing. Let The Digest take your 
latest news to your greatest group 
of spenders. They are ready to 
buy and they may not wait. 
Quantity—1,400,000 average guar- 
anteed, “or rebate.” 
Quality—self-selected by active in- 
terest in realities. 
Economy—25% lower now, less 
than $2 per page per thousand. 
For most advertisers, here is the 
first buy in the magazine field. 
Get all the facts—and buy now/ 


SOUNDING-BOARD OF 
AMERICAN OPINION 
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More Important 
Than Leadership 
Is the Reason Back of It 


As the only home-owned newspaper in the 
fastest-growing large city in the world, the 
Los Angeles Times gives its advertisers some- 
thing more than paper and ink. The good 
will gained through generations of public 
service imparts to its advertising space that 


priceless quality of confidence. 


Looked upon as the spokesman and guar- 
dian of the community, The Times is gaining 
circulation at the fastest rate in the news- 
paper’s history. Always first in advertising, 
The Times during January and February 
carried more lineage than both other Los 
Angeles morning newspapers, or both Los 


Angeles afternoon newspapers, combined. 


Representatives: Williams, Lawrence & Cresmer Company, 285 Madison Ave., 
New York, N. Y.; 360 N. Michigan Ave., Chicago, Ill.; 10-169 General Motors 
Bldg., Detroit, Mich. 
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Lity-Tutip Cup Corporation 
New York, N. Y. 


Editor of Printers’ Ink: 

Is there any way that we can protect 
the title of the attached Lily-Tulip house 
organ—“The Compass”? ‘ 

On making application to the Copyright 
Office in Washington, we are informed 
that a commercial name of this sort can- 
not be copyrighted. 

Judging from a form that accompanied 
their reply, it would seem that this is a 
matter for the Commissioner of Patents. 

Can you give me some help on this? 
Incidentally, I would appreciate having 
“The Compass” listed with you. 


D. Manony, 
Manager, Sales Development Division. 


ITLES of house magazines 
cannot be protected by copy- 
righting. The text of house maga- 
zines may be copyrighted but this 
does not afford protection to title. 
It is possible to register the title 
of a house magazine with the Com- 
missioner of Patents in Washing- 
ton, D. C. A title may be registered 
as a trade-mark when it conforms 
with the trade-mark regulations. 

For many years the Patent Of- 
fice refused to register the titles 
of house magazines because the 
publications were not considered 
merchandise, they were usually 
given away, and the titles were not 
used in direct connection with goods 
sold in interstate commerce. 

The first title of its kind was 
registered as a trade-mark in 1913. 
In that year the Curtis Publishing 
Company applied for registration 


— 


To Represent Philadelphia 


Publications 
Sam J. Perry, publishers’ representa- 
tive, New York, has been appointed na- 
tional advertising representative of 
Strength, Arena and the Boxing & 
Wrestling News, published by the Milo 
Publishing Company, Philadelphia. 


“Game and Gossip” Appoints 


Game and Gossip, Los Angeles, has ap- 
pointed the following advertising repre- 
sentatives: Albro C. Gaylor, New York; 
F. E. Cole, Chicago, and Lincoln 
Dellar, San Francisco. 


C. Ellsworth Wylie is advertising di- 
rector, with headquarters at Los Angeles. 
C. A. Willard is business manager. 





How to Protect House Magazine 


Titles 
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of a house magazine title as a 
trade-mark, and the application 
was refused by the examiners on 
the usual grounds. The company 
appealed the case to the Commis- 
sioner of Patents who ruled that 
a publication which is distributed 
free for advertising purposes con- 
stitutes merchandise under the 
trade-mark act, and that its name 
is registrable. 

Only one registration is neces- 
sary to protect the title of a house 
magazine and it is secured by con- 
sidering the title as a trade-mark 
and by making application in 
proper form to the United States 
Patent Office. This registration is 
good for twenty years after this pe- 
riod and application may be made 
for renewal. 

Printers’ INK maintains a house 
magazine title file for the benefit 
of its subscribers. All that is neces- 
sary to have a title registered in 
our files is to write a letter and 
send a copy of the publication. 
Registration in our files does not 
carry legal protection but it is a 
means of preventing duplication. 
Inquiries are being received con- 
stantly for verification of the 
originality of house magazine titles. 
In a great many instances we are 
able to tell our subscribers that 
specific titles are already being 
used and our inquirers usually 
change their titles so as not to 
conflict—[Ed. Printers’ INK. 


+ 
Joins Standard Show Card 


Service 


M. D. Hicks has joined the Standard 
Show Card Service, Inc., Chicago, and 
has been appointed manager of the mer- 
chandise promotion division. He was for 
the last six years advertising manager of 
the Manufacturers News, of that city. 





Appoints Cleveland Agency 


The Colson Company, Elyria, Ohio. 
manufacturer of carrier equipment and 
vehicular toys, has appointed the Henry 
P. Boynton Advertising Agency, Inc., 
Cleveland, to direct its advertising ac- 
count. Business papers and direct mail 
will be used. 








Sinclair to Launch Its Largest 
Advertising Program 


Magazines, Newspapers, Radio, Direct Mail, Industrial Publications and 
Farm Papers All Have a Place in New Campaign 


HAT is announced as “the 

biggest advertising and sales 
promotion campaign in its _his- 
tory” will be launched by the Sin- 
clair Refining Company, beginning 
April 11. Radio, newspapers, 
magazines and other media will 
carry the sales message on the com- 
pany’s Regular Gasoline, Opaline 
Motor Oil and Pennsylvania Mo- 
tor Oil virtually every week during 
the remainder of the year. 

More than 200 leading news- 
papers will carry advertising on 
the new Regular Gasoline as a 
part of this campaign, according to 
company officials. These advertise- 
ments have already been tested in 
Chicago and other cities. The com- 
pany reports that in Chicago during 
the first month in which advertise- 
ments were run sales on the new 
Regular jumped 30 per cent. 

On Opaline and Pennsylvania 
Motor Oil, magazines will carry 
the bulk of the advertising. Full 
pages in two colors will be used 
throughout 1932. This campaign 
will also see the entrance for the 
first time of Sinclair into farm jour- 
nals with full pages in two colors. 
For the first time also the company 
this year will put its quality oil 
story before the key men in Amer- 
ica’s leading industries by using 
page advertisements in two colors 
in eight industrial publications. 


Radio Presented 
a Problem 


The radio advertising will call 
for a hook-up of thirty-nine sta- 
tions covering all the major points 
in the country east of the Rockies. 
In advertising over the radio, a 
problem presented itself to the 


company in that two different types 
of gasoline were being offered de- 
pending upon locality: “Stepped- 
Up 70” and “Fast-Steppin’.” In 
newspapers this was easily taken 
care of by two different campaigns 
but with the radio program being 
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put on at the same time throughout 
the country, arrangements have 
had to be made to make sure that 
the proper commercial announce- 
ment is presented over each station 
in the hook-up, depending upon 


(BIG ® NEWS [im 
SINCLAIR LAUNCHES 
BIGGEST CAMPAIGN 





ing the Campaign to Dealers 


what type of gasoline is being sold 
in that territory. 

Monthly folders in color, each 
folder using an especially posed 
photograph, to be sold to dealers 
for mailing to prospects, and a 
striking poster for dealer tie-up 
with the radio campaign will 
round out the advertising program 
for this year. 

The dinosaurs which featured 
the magazine advertising of the 
company last year will be used 
this year for Opaline as well as 
Pennsylvania Motor Oil. Opaline 
will carry the slogan, “Mellowed 
80 Million Years,” and Pennsyl- 
vania, “Mellowed a Hundred Million 
Years.” The first advertisement of 
the series will be a combination of 
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Opaline and Pennsylvania. There- 
after Opaline and Pennsylvania 
will appear in separate advertise- 
ments. 

A word about the dinosaur illus- 
trations of this series may be of in- 
terest. The dinosaur figures are 
the work of Willy Noel, who has 
modeled them from reconstructions 
on exhibition in museums of nat- 
ural history. They are accurate 
reproductions made from model- 
ing wax and finished with a 
graphite finish. After they are 
made they are set in surroundings 
depicting as accurately as possible 
the flora and fauna of their 
periods, using bits of wood, 
sponge, glass for water surfaces, 
etc.. and then are photographed 
from models about ten inches wide 
The photographs are then re- 
touched for final use. 


Plans Three-in-One Com- 

munity Campaign 

A community sales and advertising 
program will be undertaken by the 
5-Phase Program Committee of the As- 
sociation of Commerce of New Orleans 
to develop new business for that city. <A 
fund of $125,000 is planned to finance 
the campaign for 1932. W. Horace Wil 
liams is chairman of the fund-raising 
campaign which will be carried on dur- 
ing the week of April 11 with a com- 
mittee of over 100 business men han- 
dling the major details. 

The five phases of the program in- 

clude: 1) Getting more conventions and 
tourists; 2) getting more port business; 
3) continuation and expansion of the 
work of the Agricultural Bureau to de- 
velop greater buying power in the New 
Orleans trading area; 4) building of 
good-will and a better appreciation of 
the value of the New Orleans market 
through an advertising campaign in 
Louisiana and Mississippi newspapers, 
and 5) attracting new industries to New 
Orleans by following up prospects now 
in the Industrial Bureau files as a re- 
sult of the 1928-1931 advertising cam- 
paign, and the development of new 
prospects. 
_ This campaign, according to Mr. Wil- 
liams, combines into one appeal three 
campaigns which have heretofore been 
conducted separately—the national ad- 
vertising campaign, the convention bu- 
reau campaign and the agricultural 
bureau campaign. 


Joins San Francisco 


. ’ 

“Examiner” 

Powell Cassidy, formerly with the Los 
Angeles Examiner and the Oklahoma 
City Oklahoman and Times, has joined 
the San Francisco Examiner as manager 
of the classified promotion department. 
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C. K. Davis Elected by 
Du Pont 


Charles K. Davis, president of the 
Du Pont Viscoloid Company, subsidiary 
of E. I. du Pont de Nemours & Com- 
pany, has been elected a director of the 
latter company and president of the 
Roessler & Hasslacher Chemical Com- 


pany, also a Du Pont subsidiary. He 
succeeds Dr. Hector R. Carveth in both 
positions. 


Arnold E. Pitcher, vice-president of 
the Du Pont Viscoloid Company, suc- 
ceeds Mr. Davis as president of that 
company. 


On-to-Oregon Campaign Gets 
300 Inquiries a Day 


An average of 300 requests for in- 
formation a day has been received so 
far during 1932 by the Portland, Oreg 
he. adquarters of On-to-Oregon, Inc., as 
a result of its national advertising cam- 
paign for this year. This record, ac 
cording to Otto W. Mielke, president of 
the organization, is even better than 
that made during the 1931 campaign 
when 32,551 letters from prospective vis 
itors and settlers were received. 


New Accounts to 
Wade, Barthe 


S. Cheney & Son, Manlius, N. Y., 
manufacturer of Orneco ornaments, and 
the W. B. Kerr Corporation, Syracuse, 
N. Y., manufacturer of decalcomania, 
have appointed Wade, Barthe & Com 
pany, Syracuse, to direct their advertis 
ing accounts. 


N. F. Kimball Joins Utica 
Business 


Norman F. Kimball, formerly adver- 
tising manager of the Foamite division 
of the American-La France Fire Engine 
Company, Elmira, N. Y., has joined 
Cogteshall-Sherwood, Inc., Utica, > | 
as vice-president. 


Insurance Group Appointments 


Henry Putnam, of the John Hancock 
Life Insurance Company, has been ap- 
pointed chairman of the committee on 
standards of practice of the Insurance 
Advertising Conference. Harold E. Tay 
lor, of the American Group, has been 
made chairman of the publicity com- 
mittee. 


Appoints Schwab and Beatty 


Charles Cluthe & Sons, Bloomfield, 
N. J., surgical appliances, have appointed 
Schwab and Beatty, Inc., New York 
advertising agency, to direct their adver- 
tising account. 


Cello-Wax Account to Katz 


The Cello-Wax Company, Baltimore, 
has appointed The Joseph Katz Com- 
pany, of that city, to direct its adver- 
tising account. 








Angles on Space Buying 


Analysis More Important Than Dickering 


By Dr. John E. Hill 


Vice-President, 


HERE is no secret in proper 

space buying. It is based solely 
on its correct relation to a sound 
sales plan. And this is fundamental, 
applying to all media. 

As an illustration, let us consider 
its application to the columns of 
newspapers. 

While the circulation of a news- 
paper and its milline rate are im- 
portant factors, they are not the 
most important ones and, very 
often, are “a delusion and a snare.” 


+ 
Simon Ackerman Appoints 


Hirshon-Garfield 


Simon Ackerman Clothes, Inc., manu- 
facturer and retailer of men’s clothing, 
has appointed Hirshon-Garfield, Inc., 
New York, to direct its advertising ac- 
count. 


Appoints Bobart 


The K. C. Seelbach Company, New 
York, has appointed Bobart Advertising, 
of that city, to direct the advertising of 
its Long Life meatchoppers. Business 
papers and direct mail will be used. 


With H. L. Terry Studio 


Stanley R. Paterson, formerly with the 
Grauman-Jennings Studios, Chicago, has 
joined the sales staff of Harry L. Terry, 
commercial photographer of that city. 


Gotham Advertising Co. 


Like every other element that en- 

ters into an adequate merchandising 

plan, space buying presupposes 
Precise knowledge of the mar- 


2. Correct analysis of the media 
available to cover the market. 

3. Relative cost and influence on 
both the trade and the consumer. 

You have, then, on one hand, a 
market and its purchasing power or 
“dollar sales value” and, on the 
other hand, the selection of news- 
papers which, with the least waste 
circulation, will give best coverage 
for the specific problem. 

That is all there is to the prob- 
lem of newspaper space buying. 
You have a product. The product 
has a logical market, namely, the 
people who have both the desire 
and the means to buy the product. 

There are certain newspapers 
which, better than any others, in- 
fluentially reach these people. Spend 
your space money in these news- 
papers. Spend it as economically 
as possible, but be sure to spend it 
only in these newspapers. 

Remember, good space buying 
means the careful analysis and cor- 
rect selection of media, not childish 
dickering over rates. 

Transferred by 


‘ a , 
‘College Humor’ 

John W. Banister, for the last two 
years with the Chicago office of College 
Humor, has been transferred to the ad- 
vertising department of the New York 
office. 


Appoint Ewing Hutchison 
The Ewing Hutchison Company, Chi- 


cago publishers’ representative, has been 

appointed to represent the Army and 
Navy Register, Washington, D. C., and 
the Real Estate Magazine, New York, in 
the Middle Western territory. 


Joins Seattle Business 
Alden Dean, formerly with the H. C. 
Capwell Company, Oakland, Calif, has 
been made director of window display 
advertising of the MacDougall-South- 
wick Company, Seattle. 
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Do you demand 
Concentration? 


Suburban 


Times-Star 


City Circulation 


81.15 


TOTAL CITY AND SUBURBAN 


91.39% 


@ In Cincinnati, one of the few really good markets today, the 
Times-Star gives maximum concentration in responsive areas. 


@ City and suburban districts produce 99.30% of the Cincinnati 
retail business and 91.39% of the Times-Star's circulation is con- 
centrated in these districts. 


Complete Coverage of Buying Power! 


CINCINNATI TIMES-STAR 


New York: MARTIN L. MARSH, 60 E. 42nd Street 
Chicago: KELLOGG M. PATTERSON, 333 N. Michigan 
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More Time Than Eve ye 


Biba wep ve years ago, Walter Dill Scott, 
who was then Professor of Psychology at 
Northwestern University, wrote a book en- 
titled “‘ The Psychology of Advertising.” His 
book covered all forms of advertising and , 
he concluded his chapter on Street Car 
| Advertising as follows— | 



























“There is, indeed, no form of 
advertising which is presented 
to such a Rowe number of pos- 
sible purchasers for such a long 
period of time and so frequently | 
as is the advertising in street- 

railway cars. In most other | 
forms of advertising we devote | 
to any particular advertisement 
) only as much time as we think | 
it is worth. In street-railway 
advertising we devote longer 
time than we really think is due 
to the advertisements, and then 
we turn around and estimate the 
value of the goods advertised by 
the amount of time that we have 
} devoted to the advertisement. 
This is the psychological expla- 
nation of the amazing potenc 
of this particular form of ad- 
vertising.” 




































—_ 
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Event With Car Cards 


If Street Car Advertising had “amazing 
it otency”’ 25 years ago, it still has that power. 
1- his is especially true of the large -cities 
is where the car lines have been extended to 
d | serve their expansion of territory. 


t, 


Obviously, the average rider in the Street Cars | 
of the large cities is now riding with the car 
cards for a longer ‘period of time’ than the 
average rider of 25 years ago. 


The 1930 Census report shows that the 
opulation of the 50 leading cities of the 
United States increased more than 28% 
over 1920, which proves a proportionate 
growth in area. 


And, besides, the Street Cars of the United 
| States, not including subways and elevated 

lines, now carry 10,000,000 more pas- 
sengers every day than they did 25 years ago. 


Moorman 


National Advertising Manager 





STREET RAILWAYS ADVERTISING CO. 


220 WEST 42nd STREET, NEW YORK, N. Y. 


Jk “ 

















PRINTERS’ INK 





COST ....... S125 
SELLING PRICE 885 


? IT CAN’T BE DONE! 


A product cannot sell on a sound basis at 
less than cost. So, what is behind the price- 
slash? Less quality? Less service? What? 


Speaking for ourselves, we have always 
believed that efficient machinery is the 
biggest cost-cutter. On our floors, now, 
are presses that print two sides of a sheet 
at once, two colors at one time; rotary 
presses that accelerate production; auto- 
matics that create savings on small work; 
devices for speeding make-ready while im- 
proving results; machinery that facilitates 
money-saving short-cuts. 


Intelligent management and ample resources 
unquestionably effect economies for the 
buyer of printing without sacrifice of quality 


or service. 


Daily, we are proving these facts for others. 
Perhaps you can profit, too. 


e Why not phone for a 


representative to call? 


ISAAC GOLDMANN 
COM PANY 


= Gounded. 1876» 


8O LAFAYETTE ST. TELEPHONE 
NEW YORK CITY WOrtH 2~6080 


PRINTING OF EVERY DESCRIPTION 
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A Group of Salesmen Fights 
Unemployment 


The Save the Surface Salesmen’s Club of Philadelphia Starts a Plan 
That Has Attracted Wide Attention 


EVENTY per cent of the cost 

of the average paint job goes 
for the labor. Therefore, when 
any branch of the paint industry 
carries through a drive to stimu- 
late painting it is also furnishing 
jobs for idle men. 

This is the big idea back of a 
shoulder-to-shoulder drive that is 
being launched this spring by the 
combined paint trade organizations 
of Philadelphia. The objective is 
the creation of $500,000 worth of 
painting jobs through the appeal 
to civic pride and community bet- 
terment. 

The campaign had its origin 
among members of the Save the 
Surface Salesmen’s Club of Phila- 
delphia, an organization of sales- 
men representing national and 
local manufacturers of paints, 
varnishes and raw materials. 

The paint outlook in Philadel- 
phia during the early part of the 
year was not bright. Hundreds 
of painters and decorators were 
out of work. New construction 
was at a standstill. Individual 
home owners as well as the own- 
ers of factories and other build- 
ings, large and small, had been 
postponing repainting and seemed 
likely to continue to do so for an- 
other season. 


A Good Volume of 
Potential Business 


At the same time, there was a 
tremendous volume of paint busi- 
ness available if these property 
owners could be awakened to the 
importance of painting for surface 
protection and sold on the value 
of keeping up the appearance of 
their properties. It was estimated 
that if only a small proportion of 
the property owners whose build- 
ings actually needed paint and 
varnish, were induced to go ahead 
with the work this spring it would 
mean one of the busiest paint sea- 
sons known in Philadelphia and 
would result in hundreds of men 


being put back to paying work. 

It was also recognized that ex- 
traordinary measures were needed 
to meet the situation. The co- 
operation of the entire paint trade 
in organizing, planning and fol- 
lowing through an aggressive edu- 
cational and advertising program 
was the only way to accomplish 
results on a broad scale. 

The Salesmen’s Club was backed, 
by the Philadelphia Paint, Oil and 
Varnish Club, representing the 
manufacturers, these two organ- 
izations constituting the driving 
force of the campaign. William 
E. Smiley, a veteran paint man 
well known in Philadelphia, was 
drafted to manage the campaign. 


A Slogan 
Adopted 
slogan adopted 
“Make Philadelphia the Best 
which was 


The campaign 


was, 
Painted City,” to 
added, “Promote Civic Pride. 
Protect. Beautify.” The purpose 
of the movement was broader than 
simply to sell more paint, or even 
to aid unemployment. It was be- 
lieved that the improved appear- 
ance of hundreds of well-painted 
factories, stores, public buildings 
and homes would have a far- 
reaching effect upon the public 
morale. 

The first move in the campaign 
was directed at the paint industry 
itself. Local paint manufacturers, 
warehouses, jobbers, dealers and 
contracting painters were urged to 
start by putting their own houses 
in order, in other words to be sure 
that their own buildings were well 
painted before soliciting paint 
business from others. 

The next step was for the own- 
ers of paint companies to have 
their own homes repainted and to 
urge their employees to do ‘like- 
wise. To those who lived in rented 
houses or apartments it was sug- 
gested that they urge their land- 
lords to have any needed painting 
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done this spring. These points 
were brought out in letters cover- 
ing the entire paint trade, which 
were followed through by per- 
sonal solicitation. The result was 
a powerful impetus to the cam- 
paign, developed by utilizing the 
resources directly connected with 
the paint trade itself. 

Following its acceptance by the 
trade, the campaign to reach the 
public got under way. A thousand 
posters, lithographed in colors, 
bearing the slogan, “Make Phila- 
delphia the Best Painted City,” 
lettered against the background of 
Philadelphia’s skyline, were dis- 
played in the windows of paint 
and hardware stores throughout 
the city. Several fleets of trucks 
belonging to manufacturers and 
jobbers as well as the trucks of 
hardware and paint dealers dis- 
played the campaign poster. 

A series of radio programs 
sponsored by the Chamber of 
Commerce and broadcast over a 
local station gave time to talks on 
home painting and decorating by a 
well-known interior decorator. An- 
other radio program sponsored by 
a paint manufacturer linked up its 
continuity with the campaign. 
Dealers and contracting painters 
tied up with the campaign in their 
newspaper advertising space. 


Helping the “Handy 
Man” Also 


While most of the effort is be- 
ing made to stimulate painting 
jobs which require the services of 
a professional painter, the drive 
will also produce a volume of 
painting which will employ the 
“handy man.” At the present time 
there are hundreds of men in the 
city who are out of work and 
who are capable of doing good 
jobs of painting on ordinary work. 
These “handy men” work for con- 
siderably less than the master 
painter and they are getting many 
of the smaller jobs in the homes. 

Work estimated at over $130,000 
has been the direct result of the 
campaign, which has created em- 
ployment for 300 painters. 

While the campaign started as 
a local affair in Philadelphia, it 
has already attracted attention in 
other cities. Similar drives are 
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already under way in Reading and 
Phoenixville, Pennsylvania. The 
national bureaus of the paint in- 
dustry, the Save the Surface and 
the Clean Up and Paint Up Cam- 
paigns have co-operated through- 
out the program. Through con- 
tact with the national headquar- 
ters in Washington the plan is 
made available for use by the 
paint clubs in other cities. 

Other national organizations and 
committees interested in com- 
munity development, recondition- 
ing, remodeling and modernizing 
of homes have been interested in 
the project. Philadelphia holds no 
patent on the idea and it may 
spread not only in the paint in- 
dustry but also to other industries 
whose products are used for home 
and community betterment. 


— - —~ 
Ten Years” Is Generous 
LicHToLierR CoMPANY 
New York 

Editor of Printers’ Ink: 

Thanks a lot for your good note of 
the 19th and the enclosure therewith— 
thanks many times more than that for 
the prompt and efficient service you gave 
us on the direct-mail information I re- 
quested some time ago. 

While I had read these articles in 
your most worth-while publication as they 
appeared, some of the points I slipped 
up on and the gentle reminder that 
came from re-reading them was worth 
more than many times the ten years’ 
subscription I have had with Printers’ 
INK. 

They have very well served their pur- 
pose and we have learned quite a bit 
from them. I just kept them here so 
that I could go over them in detail 
with the several sales managers who too 
can profit from other people’s expe 


riences. 
M. J. Apter, 
Advertising Manager. 


Chicago Council Plans Outdoor 
Exhibit 


The third annual exhibit of outdoor 


advertising art, which is sponsored by 
the Chicago Advertising Council, will be 
held at Chicago, from October 7 to 21. 
The competition is a national one and 
advertisers in all parts of the coun- 
try are eligible to submit entries. Burr 
L. Robbins, of the General Outdoor Ad- 
vertising Company, is in charge. 


To Publish “Furniture Daily” 


E. H. Patterson, directing head of 
Furniture Index, Jamestown, | * 

will publish the Furniture Daily, which 
is published daily at the American Fur- 
niture Mart, Chicago, during the buyers’ 
marketing season. 
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Pen 
0 
| Superficial Coverage to Sell 
't do the job i 
nae BUSINESS, the Business 
alone, of all 
Business Magazines, Market vn 







offers PENETRATION 







City by eity—industry by industry, NATION'S 
BUSINESS is ready to prove with actual sub- 
scriber checks, giving individual names and 
titles, that ite PENETRATION of the business 
market is economical and adequate. In circu- 


lation, in reader regard and in low cost, its lead- 












ership is unquestioned. 


















—————— 























IN INDIAN APOLIS, for instance: 


Among 35 of the 44 leading business estab- 
lishments of the city, NATION’S BUSINESS 


has 115 executive subscribers. 


That’s 79.3% coverage of firms, and an 
average of 3.3 officers and directors in each. 


That’s PENETRATION 
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MOST 


IN 1931, The New Yorker 
published the advertise- 
ments of 792 advertisers, not 
including classified. 


That is the greatest num- 
ber of display advertisers 
represented in any national 


magazine. 


THE 


NEW YORKER 


25 WEST 45th STREET 
NEW YORK CITY 


_ « 
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Out of the Mouth of Babes 


Banana Advertising for the United Fruit Company Features Infants 
in Grown-Up Roles 


By E. B. Weiss 


ICTURES of pretty babies are 

ancient advertising stand-bys. It 
would seem as though every varia- 
tion of the idea has been thoroughly 
exploited. 

But along comes the United 
Fruit Company, with a banana 
campaign, to prove that 


other than a group of babies as 
cute and as irresistibly appealing as 
any ever gathered under the ban- 
ner of an advertiser. 

Someone has said that in times 
of stress people turn to the simple, 
“old-fashioned” fundamentals— 





even this hoary theme 
is susceptible to new 
variations. The adver- 
tising is appearing in 
half- “page space in a 
group of women’s peri- 
odicals. And, if coupon 
costs are any criterion 
of a campaign’s effec- 
tiveness — which they 
most certainly are in 
this case—then this use 
of a simple copy theme 
in a new way shows 
signs of being one of 
the company’s most ef- 
fective advertising ef- 
forts. Early coupon 
returns indicate a lower 
cost per inquiry than 








must watch oue WA\STLINES” 








that achieved in any 
previous campaign. 

The United Fruit 
Company has been a 
consistent advertiser of bananas 
for years. It started to advertise 
when, among other things, it be- 
came convinced that there are 
fashions in foods as in other things. 

The advertising was given a 
group of tasks to perform: 1. 
Remove the damaging and un- 
founded notion that bananas are 
hard to digest. 2. Style the banana 
—obliterate its push cart ancestry. 
3. Broaden its market by creating 
new uses. Other angles of the ad- 
vertising have been ease and speed 
in serving, health values, and the 
ecoromy of the banana. 

For the 1932 campaign, the es- 
sentials of the advertising remain 
the same as in previous years. But 
a new device, a new vehicle is be- 
ing used to carry the story to wo- 
men. That new device is nothing 
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This Illustration Is Typical of the Baby Pictures 


Used in the Campaign 


home, mother and baby. There is 
more emotionalism in the air. The 
current banana campaign affords 
opportunity for interesting specula- 
tion in this connection. 

The copy is not “baby” copy. 
There is nothing in the way of 
lisping text. Moreover, the appeal 
is not the use of bananas for in- 
fants, although that plays a part. 

What sets these infants apart 
from those used in most campaigns 
is that they are cast in an adult 
role. Out of the mouths of these 
babes come the words of grown 
people. They speak in the knowing 
manner of their parents. Babies 
give their mothers advice—and that 
is news. 

Of course, the company is not 
overlooking the importance of the 
growing recognition among mothers 
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of the fact that bananas are ex- 
cellent food for infants. It is not 
accidental that the illustrations 
identify infants and children with 
bananas at a glance. That point is 
strongly impressed even upon the 
casual reader, regardless of whether 
the text is absorbed. But, essen- 
tially, it is the adult market at 
which the company is shooting and 
headlines and text are skilfully 
written for the grown-up. 

It is particularly interesting to 
observe, in going through the ad- 
vertisements that have so far been 
prepared in this series, that as the 
headlines and body text were writ- 
ten, the campaign might have been 
illustrated in a dozen different 
ways. For example, there is a piece 
of copy headed: “Money! Where's 
that money I gave you yesterday!” 
It is a striking caption. It might 
have been illustrated with a picture 
showing an unhappy domestic scene. 
Done that way, it probably would 
have been at least somewhat out of 
the ordinary. 


A Combination That 
Flags Attention 


But with a picture of a baby, 
whose outstretched hands and woe- 
begone expression are the embodi- 
ment of hopeless resignation, it 
becomes an attention-getter of the 
first water. Incongruity, as humor- 
ists well know, is a potent force in 
obtaining a reading. Couple it up 
with exceptionally well-done baby 
photographs and the combination is 
hard to pass by. Incidentally, the 
pictures used in this campaign are 
stock photographs. They were 
hunted up after the copy was writ- 
ten and were picked or ‘te basis 
of attractiveness and .--ociation 
with the copy idea. 

The copy that follows the head- 
line just quoted reads this way: 

“This year husbands are apt to 
be touchy about money. Yet they 
like everything good, and plenty of 
it—at its earliest—freshest—best. 

“So here’s a tip. Use bananas as 
an early vegetable. Serve sautéed 
or baked bananas and you have a 
spring luxury in everything but 
price. 

“Use bananas on a meatless din- 
ner. There is a natural ‘meati- 
ness,’ a full-bodied, tender-textured 
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heartiness about the banana that’s 
wonderfully satisfying. 

“Bananas, you know, boast the 
very same vitamins and minerals, 
the same tonic succulence as ex- 
pensive early green-stuffs. They’re 
one of nature’s happiest weapons 
against any tendency toward an 
acid condition. . . . And imagine! 
A few cents per serving pays the 
bill! Putting bananas on your 
vegetable list today ?” 

It will be noticed that the copy 
swings directly into the subject. 
Not a word is spent in bolstering 
up the pictorial device. The picture 
stands on its own feet. It has 
served its purpose, and the same is 
true of the headline, when it has 
pulled the reader into the subject 
matter. 

The pictorial plan has a special 
advantage, in addition to those al- 
ready mentioned, that is particu- 
larly timely today. It is the sort of 
idea that lends itself to infinite 
variation—no difficulty is expe- 
rienced in getting subject material. 
Asa consequence, the company is 
able to make up, in a measure, for 
the curtailment in the number of 
advertisements it is running this 
year, by using a greater variety of 
subjects—that is, by using, to some 
extent, different advertisements in 
the different magazines on the list 
for a given month. 

Each advertisement contains a 
coupon offering a booklet which 
gives recipes and menu suggestions. 
As already mentioned, early re- 
turns give promise of an excep- 
tionally low coupon cost—definite 
proof that advertising which tugs 
at the heartstrings, when properly 
done, has lost none of its pulling 
power. 


Appoint Chairman for Pacific 
Clubs Convention 


The following chairmen have been 
chosen for the various departmentals to 
be held during the annual convention of 
the Pacific Advertising Clubs Associa- 
tion, from July 5 to 8, at Vancouver: 

Classified advertising, Ralph J. Mey- 
ers; club management, Miss Constance 
Patterson; community and travel, J. 
Crossley; direct mail, J. Corning Todd; 
newspaper, C. E. Greenfield; outdoor 
advertising, G. E. O'Neil; retail, R. C. 
Scibird; radio, Roy Frothingham; sales 
managers, Garnet Weigel; and window 
display, Edgar Nelson, San Francisco. 

Charles G. Collier is general depart- 
mental chairman. 





7, 1932 
that’s 


st the 
nerals, 
iS ex- 
hey’re 
-apons 
rd an 
agine | 
ys the 

your 


» COpy 
ibject. 
tering 
icture 
t has 
ame is 
it has 
ubject 


special 
se al- 
irticu- 
ort of 
nfinite 
expe- 
terial. 
any is 
e, for 
ver of 
x this 
ety of 
) some 
nts in 
he list 


ins a 
which 
stions. 
ly re- 
-xcep- 
efinite 
1 tugs 
operly 
ulling 


-acific 


> heen 
itals to 
tion of 
\ssocia- 
ouver: 
. Mey- 
nstance 
+ ce 
Todd; 
»utdoor 
a 
;_ sales 
window 
*isco. 

depart- 


Apr. 7, 1932 


New York Office 
DAN A. CARROLL 
110 E. 42nd St. 


Chicago Office 
J. E. LUTZ 
Lake Michigan Bldg. 
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NEW fast trucks have been 
added to Whe #Htar’s delivery 
equipment in the suburban area, 
insuring city service to the 
constantly increasing number of 
subscribers in Maryland and 
Virginia within the 25-mile 
shopping radius of the National 
Capital. 


The Star is the recognized 
“home” newspaper in every one 
of these communities—de- 
pended upon for its local news 
as well as the news of the world. 


It is this reader influence 
The Star exercises to such a 
maximum degree that will give 
your advertising message such 
responsive consideration 
throughout a section where de- 
pression is conspicuous by its 
absence. 


There’s only ONE way to cover 
the Washington (D.C.) Market 
and ONE NEWSPAPER— 
Che Star—Evening and Sun- 
day—does it thoroughly. 
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\_Jreatest Coverage 
— Lowest Cost 


IN THE JOURNAL 
DOMINION 


Tue JOURNAL gives you the greatest coverage of 


the entire Journal Dominion at the lowest cost per line. 
Place your advertising in the LARGEST DAILY OF THE 
PACIFIC NORTHWEST...keep your sales cost ata 
minimum. @ Journal circulation totals 107,562—84% of it 
builds sales for you in Portland and its immediate trading 
territory, where 73% of Oregon's population is concen- 
trated and 78% of the state’s wealth. 





AS|HINGTON 
Se Your product deserves and 
needs the sales support of 
the most powerful medium 
in this territory: The Journal. 


me JOURNAL 


>. we’ J PORTLAND ¢ OREGON 


Represented nationally by REYNOLDS-FITZGERALD, Inc....New York + Chicago 
San Francisco + Los Angeles + Philadelphia + H.R. Ferriss... . Seattle 
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321 Companies Report for 1931 


A Table Showing the Net Profits—and Losses—for the Year of Some 


of Our Leading Advertisers 


Company 1930 

Affiliated Products $771,404 
Ainsworth Manufacturing Co. 298,501 
Airway Electric Appliance Co. 563,192 
Allegheny Steel Co. 1,610,292 
Allied Chemical & Dye 25,103,539 
Allis-Chalmers Mfg. Co. 
Altorfer Brothers Co. 
Aluminum Company of America 
American Chain Co. 
American Chicle Co. 
American Cigar Co. 
American Commercial Alcohol Corp. 
American Home Products Corp. 
American-La France Foamite Corp. 
American Laundry Machinery Co. 
American Maize Products Co. 
American Radiator & Standard Sanitary Corp. 
American Rolling Mill Co. 
American Safety Razor Corp. 
American Sugar Refining Co. 
American Thermos Bottle Co. 
American Tobacco Co, 43, 294, 769 
American Woolen Co. D4,897, 584 
American Writing Paper Co 145,338 
Anchor Post Fence Company 72,323 
Apex Electrical Mfg. Co. 223,762 
Arcturus Radio Tube Co. .. D1,368,898 
Armour & Co. 4,741,026 
Armstrong Cork Co. D3,364,414 
Art-Metal Construction Co. 519,957 
Associated Apparel Industries 
Atlantic Refining Co. 
Atlas Powder Co. 
Auburn Automobile Co. 
Automatic Washer Company 
Axton-Fisher Tobacco Co. 
Bayuk Cigars, Inc. 
Beech-Nut Packing Co. 
Belding Heminway Co. 
Bendix Aviation Corp. 
Benson & Hedges 
Bigelow-Sanford Carpet Co. 
Bohn Aluminum & Brass Co. 
Bon-Ami_ Co. 

en Co. 21,681, 213 
Bourjois, . "686,682 
Brillo Mfg. Co. 182,711 
Brunswick-Balke-Collender D1,109,589 
Budd, Edward G. Manufacturing Co. 
Bunte Bros. 
Burroughs Adding Machine Co. 
Bush Terminal Co. 
Butterick Co. 
Byers, A. M., Co. 1,133,837 
Canada Dry Ginger Ale, :. 3,402,225 
Cannon Mills, Inc. 1,544,638 
Carey Mfg. Co., Philip 
Carnation Co. 
Case Co., a 
Caterpillar Tractor Co. 
Cavanagh-Dobbs, Inc. 
Celanese Corp. of America 
Celotex Co. 
Certain-teed Products Corp. 
Charis Corp. 
Chesebrough Mfg. Co. 
Chrysler Corp. 
Cluett, Peabody & Co. 
Coca-Cola Co. 13,515,535 
Cohn & Rosenberger, Inc. 106,090 
Colgate-Palmolive-Peet Co. 8,550,055 
Colonial Beacon Oil Co. D2,414,023 
Congoleum-Nairn Co. 208,839 


1931 
$1,005,914 
D144,166 
D316,376 
50,228 
18,931,510 
1,256,431 
D236,103 
3,910,054 
D2,183,457 
2,089,122 
D1,110,405 
D597,651 
3,373,835 
D1,513,308 


D3,098,445 
"914,683 
4,155,031 
111,052 
46,189,741 
D2,836,826 
D345,493 
D90,647 
157,549 
D266,103 
D17,339,136 
D3,823,431 
D558,712 
D803,137 
513,749 
746,454 
3,579,849 
D234,228 
605,552 
255,750 
2,085,138 
D971,700 
1,555,478 
2,032 
413,724 
295,333 
1,272,776 
16,812,268 
618,552 
279,123 
D430,472 
D730,412 
155,950 
4,038,151 
1,793,347 
292,337 
81,588 
1,685,614 
2,088,917 
300,505 
1,336,458 
D885,270 
1,361,200 
D633,366 
1,010,094 
D130,599 
D731,881 


14,023,622 
D54,189 
7,598,224 
D2,365,780 
1,239,666 
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Company 

Congress Cigar Co. 
Consolidated Cigar Corp 
Continental Baking Corp. 
Continental Motors Corp. 
Continental Oil Co. 
Cord Corporation : 
Corn Products Refining Co. .. 
Crane Company ... ciinacn 
Cream of Wheat Corp. 
Curtis Publishing Co. 
Curtiss-Wright Corp. 
Cutler-Hammer, Inc. 
Davenport Hosiery Mills ... 
Decker & Cohn, Alfred 
Deere & Co. 
Dennison Mfg. 
De Vilbiss Co. 
Devoe & Raynolds Co. 
Diamond Match Co. 
Dictaphone Corp. 
~~ = ae 

‘0 Nemours a Co. 
Devten Henier) Mills 
Eagle-Picher Lead Co. 
Early & Daniels Co. 
Electric Auto-Lite Co. 
Electric Storage Battery Co. 
Elgin National Watch Co. 
Endicott-Johnson Corp 
Eureka Vacuum Cleaner Co. 
Fairbanks, Morse & Co. 
Federal Motor Truck Co. .... 
Firestone Tire & Rubber Co. 
Florence Stove Co. 
Florsheim Shoe Co. 
Follansbee Bros. Co. 
Fuller Brush Co. 
Gabriel Co. 
General Am. Tank Car Corp. 
General Baking Co. 
General Cigar Co. 
General Electric Co. 
General Foods Corp. 
General Motors Corp. 
General Tire & Rubber Co. 
Gillette Safety Razor Co. 
Glidden Co. 
Gold Dust Corp. 
Goodrich Co., B. F. 
Goodyear. Tire & Rubber Co. 
Gorham Mfg. Co. 
Gotham Silk Hosiery Co. 
Graham-Paige Motors Corp. 
Greyhound Corp 
Gulf Oil Corp. of Penn. 


Hamilton Watch Co. 

Hart Schaffner & Marx 

Hawaiian Pineapple, Ltd. 

Hercules Motor Co. 

Hercules Powder Co. 

Hershey Chocolate Co. 
Heywood-Wakefield Co. eit 
Hires Company, The Charles E. 
Holland Furnace Co. ml 
Houdaille-Hershey Corp. 

Household Finance Corp. 

Hudson Motor Car Co. 

Hupp Motor Car Co. 

Hygrade Food Products Corp. 
Hygrade Sylvania Corp. 

Indian Motocycle Co. 

Indian Refining Co. 

Indiana Limestone Co. 
International Business Machines Corp 
International Cement Corp. 
International Harvester Co. . 
International Nickel Co. of Canada 
International Salt Co. 
International Shoe Co. 


1930 
$1,652,246 
2,372,535 
6,149,143 
wens a 


14 067, ,689 
2 734, 405 
1,868,164 

19,121,026 

D9,012,920 
1,190,289 
313,896 
D268,181 
8,199,112 
484,288 
240,967 
132,299 
2,427,497 
404,161 
21,123, 430 
55,962,009 
D12,556 


D584,085 
821,612 
153,219 

1,541,034 


319,857 
D98,249 


151, 098, 992 
73 32,597 
6,687,520 
365 
6,688,816 
D8,374,148 
9,912,232 


D4,969, 320 
259,229 
10,625,252 
964,489 
504,142 
2,531,346 
337,813 
2,376,479 
7,519,894 
D1,304,337 
889,701 
1,655,029 
D157,406 


1,397,063 
D774,460 
D3,035,886 
15,227 
7,357,816 
4,539,509 
25,703,192 
11,770,060 
679,480 
12,874,104 
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1931 
$273,140 
2,122,173 
4,273,193 
D1,899,344 
D10,683,313 
582,788 
10,709,775 
D7,985,329 
1,504,167 
12,217, 288 
D4,126,060 
D501,019 
385,975 


19,433, 1237 
53,190,060 
74,504 


D972,847 


D1, 1057, 558 
2: 580,566 
D1,163,096 
DS5,168,054 
D461,830 
6,028,631 
196,958 
647,448 
D849,992 
306,900 
D377,843 
4,011,268 
4,838,122 
2,720,667 
40,956,996 
18,153,719 
96,877,107 
D444,063 
4,021,972 
201,380 
3,513,648 
D8,806,567 
1,328,624 
29,814 
90,368 
D4,735,926 
355,525 
D23,670,052 


4,377 
D2,994,580 
D3,875,111 

324,861 


D1, 317,669 
460,160 
D152,421 
226,232 
4,154,608 
D1,991,198 
D4,249,127 
D598,811 
1,414,269 
D392,346 
D3,130,986 
D2,365,784 
7,422,386 
1,433,129 
1,346,537 
5,094,497 
748,770 
9,744,815 
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Here's How Times Have 
Changed in PITTSBURGH 


CONCENTRATED 
CIRCULATION! 


The circulation of the Pittsburgh Sun-Telegraph 
is purposely centered in nearby areas, where it 
will do advertisers the most good. There is a 
maximum of concentration in Sun-Telegraph 
circulation, daily and Sunday. 


EVENING 
92% within 40 mites 
96% within 50 mites 


SUNDAY 
80% within 50 mites 
95% within 1OO mites 


More concentrated, and with 40% greater circula- 
tion than the other Pittsburgh Sunday newspaper. 


Distribution percentages based on figures from 
latest Audit Reports. 


THE PITTSBURGH 


SUN-TELEGRAPH 
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Company 
International Silver Co. 
Iron Fireman Mfg. Co. 
Jantzen Knitting Mills 
Jewel Tea Company 
Johns-Manville Corp. 
Kalamazoo Stove Co. 
Kellogg ueeeooard & Supply Co 
Kelly-Springfield Tire Co. 
Kelvinator Corp. 
Kendall Co. ; 
Ken-Rad Tube & Lamp Corp. .. 
Keystone Watch Case Co. .... 
Kimberly-Clark Corp. 
Kuppenheimer, B. & 
Lambert Co. 
Landers, Frary & Clark 
Lee Rubber & Tire Corp. 
Lehigh Portland Cement Co. 
Lehn & Fink Products Co. 
Liggett & Myers Tobacco Co. 
Lily-Tulip Cup Corp. 
Lindsay Light Co. 
Liquid Carbonic Corp. 
Loose-Wiles Biscuit Co. 
Lorillard, P., 
McCall Corp. 
McGraw-Hill Publishing Co. 
McKesson & Robbins, Inc. 
McQuay-Norris Mfg. 
Mack Trucks, Inc. 
Mallinson, H. R. & 
Marshall Field & Co. 
Massey-Harris Co. 
Maytag Co. 
Mead Johnson & Co. 
Melville Shoe Corp. ; 
Minneapolis-Honeywell Regulator Co. 
Minneapolis-Moline Power Imp. Co. 
Mohawk Carpet Mills, Inc. 
Morris, Philip, Consolidated, Inc. ‘ 
Moto Meter Gauge & Equipment Corp. :. 
Mullins Mfg. Co. , 
Munsingwear, Inc. 
Murray Corp. of America 
Nash, A., Co. 
Nash’ Motors Co. 
Nast, Condé, Publications, Inc. 
National Biscuit Co. 
National Cash Register Co. 
National Dairy Products Corp. 
National Enameling & Stamping Co. 
National Lead Co. 
National Refining Co. 
National Sugar Refining Co. 
Naumkeag Steam Cctton Co. 
Nehi Corp. 
New Haven Clock Co. 
New Jersey Zinc Co. .......... 
Noblitt-Sparks Industries, 
Northam Warren Corp. 
Northern Paper Mills 
Norwich Pharmacal Co. 
Noxzema Chemical Co. 
Oliver Farm Equipment Co. 
Oneida Community, Ltd. 
Oshkosh Overall Co. 
Owens-Illinois Glass Co. 
Packard Motor Car Co. 
Paramount-Publix Corp. 
Parke, Davis & Co. 
Parker Pen Co. 
Parker Rust-Proof Co. 
Park & Tilford, Inc. 
Penick & Ford, Ltd., 
Perfect Circle Co. 
Pet Milk Co. 
Phillips-Jones Corp. 
Phillips Petroleum Co. 
Phoenix Hosiery Co. 


INK 


1930 
D$857,783 
440,060 
699,156 
1,705,293 
3,268,123 


32, 

D3, 796, 054 
1,601,016 
D233,850 
D131,410 
D101,936 
3,093,271 

278,970 
7,132,412 
1,064,661 
D799,111 
2,105,993 
1,706,771 

24,002,315 


3,614,363 
2,018,741 


D1, 456, 908 
4,724,728 
D2,247,439 


1,043 ‘940 
D599, 779 
165,578 
D637,882 
D331,713 
715,006 
234,412 
114,305 
7,601,164 
1,023,194 
22,879,898 
3,584,830 
26,254,327 
D268,671 
4,675,098 


D350, 904 
5,013,403 


D4,835,246 
D398,673 
105,323 
2,738,540 
9,034,220 
18,381,178 
7,514,960 
537,028 
455,220 
124,562 
1,811,348 
608,503 
800,687 
D249,618 
3,040,630 
D360,434 
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1931 
D$1,464,906 
90,917 
180,916 
1,363,780 
583,792 


D138, 315 
6,143,129 


23,121,382 
603,410 
125,819 

1,015,655 
1,988,234 
4,846,373 
1,603,185 
869,701 
1,757,882 
472,629 
D3,032,410 
D561,382 
D5,144,368 
D4,043,414 
1,013,291 
1,382,351 
945,994 
680,524 
D1,534,074 
310,673 
385,472 
D527,048 
100,094 
D599,628 
D1,241,583 
D377,383 
4,807,681 
370,459 

19,739,491 
824,339 

22,547,973 

D764,196 
4,022,421 
D752,286 
2,116,028 


165, 053 
D4,908,644 
D532,785 
19,157 
2,744,181 
D2,909,117 
6,345,487 
6,292,565 
D193,532 
449,070 
D288,008 
1,002,823 
901,831 
431,951 
D170,877 
DS,576,409 
D1,464,744 
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SO FAR THIS YEAR— 


2 NEW ADVERTISERS 


* 


American Can Company 
Bank of Manhattan Trust Co. 
Celotex Company 
Dobeckmun Company 
International Paper Co. 
Intourist, Inc. 
Keystone Printed-Specialties Co. 
George LaMonte & Son 
Missouri Pacific Lines 
National Lamp Works of G. E. 
Otis Elevator Co. 
Permutit Company 
Railway Express Agency, Inc. 
Retail Credit Company 
Sorel Mechanical Shops, Ltd. 
Taylor Instrument Co. 
Traveler's Insurance Co. 
Varityper, Inc. 

Visual Demonstrations Systems 
Westinghouse Lamp Co. 

L. J. Wing Co. 


* 


—and we're proud of every one of them! 


THE BUSINESS WEEK 
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AKE a look through the pages of 

BOYS’ LIFE. The sparkle of beauti- 
ful printing is evident from cover to cover. 

A free use of color in the editorial 
pages; strong high lights and sharp con- 
trasts. Everywhere BOYS’ LIFE is being 
hailed with acclaim because of its im- 
proved appearance. 

Your advertisement will be presented 
at its best in 


BoyS:LIFfFE 


For all Boys — Published by"the Boy Scouts of America 


2 PARK AVENUE NEW YORK 
CHICAGO BOSTON 
9 W. WASHINGTON 8T. OLD SOUTH BUILDING 
BLANCHARD, NICHOLS, COLEMAN 
LOS ANGELES SAN FRANCISCO SEATTLE 
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Company 
Pie Bakeries, Inc. : 
Pierce-Arrow Motor Car Co. 
Pittsburgh Plate Glass Co. 
Pratt & Lambert, Inc. 
Propper- -McCallum Hosiery Co. 
Purity Bakeries Corp. 
Pyrene Mfg. Co. 
Quaker Oats Co. 
Radio Corp. of America 
Radio-Keith-Orpheum Corp. 
Raybestos-Manhattan, Inc. 
Real Silk Hosiery Mills ....... 
Reis & Co., Robert 
Remington Arms Co. 
Reo Motor Car Co. 
Republic Steel Corp. 
Revere Copper & Brass, 
Reynolds, R. J., Tobacco Co. 
Rollins Hosiery Mills 
Ross Gear & Tool Co. 
Royal Baking Powder 
Royal Typewriter 
Ruberoid Company 
Rubinstein, Helena, Inc. 
Savage Arms Corp. 


Sharp & 

Shattuck Co., Frank G. 
Sheaffer, W. A., Pen Co. 
Simmons Co. 

Skelly Oil Co. 

Snider Packing Corp. 

Spalding & Bros., A. G. 
Standard Brands, Inc. 
Standard Oil of Indiana 
Standard Oil of Kansas 
Standard Oil of Ky. 

Standard Oil of Ohio 

Stein, A., Co. setewewe 
Stetson Co., John ‘B. 
Stewart-Warner Cor 
Stromberg-Carlson Tassheos Mfg. Co. 
Studebaker_ Corp. 

Sun Oil Co. 

Sweets Company of America 
Swift & Co. 

Syracuse Washing Machine Corp. 


Texas Corp. 

Thermoid Co. 

Thompson Products, 

Trico Products Corp. 

Truscon Steel Co. 

Tung-Sol Lamp Works 

Underwood-Elliott-Fisher 

Union Carbide & Carbon Corp. 

Union Oil Company of Calif. 
United American Bosch Corp. 

United Biscuit Co. of America 

United Fruit Co. 

United States Gypsum Co. 

U offman Machinery 

S. Industrial Alcohol Co. 

U. S. Playing Card Co. 

United States Radiator Corp. 

United States Rubber Co. Si 

U. S. Steel 

U. S. Tobacco Co. 

Universal Pictures Corp. 

Vadsco Sales Corp. 

Valvoline Oil Co. 

Van Raalte Co. 

Wahl Co. 

Waitt & Bond, Inc. 

Walworth Co. 

Ward Baking a 

Warren, Co., S. D. 

Webster-Eisenlohr, 

Western Dairy Products Co. 


1930 
$409,354 
1,317,070 


1D673,197 
1,169,879 
D1,989,147 
meee oo 


D1,195, 550 
1,916,872 
D119,746 
1,635,484 

16,402,253 

46,371,437 

380,148 
5,253,181 
3,724,325 

614,295 

599,710 
1,262,278 

669,703 
1,000,216 
7,745,484 

126,310 

12,491,189 
D71,965 


15,073,303 
380,765 
106,087 
1,908,415 
1,200,531 
406,192 
4,011,578 

28,041,426 


12, 411, "507 
5,408,685 
D161, 442 

D1,895, 247 
1,209,907 


104,421,571 
2,950,818 
D2,047,821 
D641,690 
189,582 
D96,435 
D356,598 
418,597 
163,613 
2,058,546 
616,150 
D246,570 
1,124,388 


79 


1931 
$191,089 
D476,943 
2,201,747 
447,320 
D314,720 
1,720,685 
D132,121 
6,856,592 
768,904 
D5,660,770 


D1,173,045 
D2,749,238 
D9,034,153 
D2,811,941 
36,396,817 
D180,427 
246,422 
1,427,124 
359,042 
488,106 
415,961 
D566,452 
997,361 


777,492 
1,710,651 
236,065 
D1,097,633 
D2,117,110 
D1,673,755 
D1,011,267 
14,542,319 
17,590,000 
D618,616 
3,332,183 
2,383,785 
527,523 
D1,041,846 
D1,830,171 
D598,402 
859,805 
3,107,147 
113,107 
676,993 
219,347 


D9,954,478 


352,865 
1,401,060 
18,029,522 


D1,833,828 
"576,811 
D1,289,482 
D9,473,404 
13,038,141 
3,020,779 
615,786 
D682,038 
D383,205 
16,506 
D297,840 
389,692 
D2,062,555 
1,989,076 
D159,730 
D163,372 
1,130,999 
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Company 
Westinghouse Elec. § 
Wheeling Steel Corp. 
White Motor Co. 
White Rock Mineral .Springs Co. 
Williams Oil-O-Matic Heating Corp. 
Willys-Overland Co. 
Wilson & Co., Inc. 
Worthington Pump & Machinery 
Wrigley, Wm., Jr., Co. 
Yale & Towne Mfg. Co. 


Zonite Products Corp. 


‘ D—Deficit. 
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1930 1931 
$11,881,705 D$3,655,660 
2,650,887 D3,339,139 
D473,501 D3,234,956 
1,315,394 1,124,165 
D321,179 15,651 
D7,588,392 D14,021,244 
2,542,656 D2,017,156 
2,056,093 D660,158 
12,296,158 10,147,535 
D296,931 D726,250 
750,608 953,177 





The News Angle in Direct Mail 


HEN a manufacturer has a 
news announcement to make, 
direct mail makes an excellent fol- 
low-up and reiterating force to 
other advertising. The recent big 
mailing by Eastman Kodak to all 
those who have sent films to their 
laboratory for develop- —_ 
ment is a case in point. 
The latest Ciné-Kodak 
News, direct-mail piece in 
publication form, is full of 
what its title suggests. 

A price reduction in 
Kodascope C from $60 to 
$50 is used as inside front 
cover material in adver- 
tisement form. 

The new Kodacolor 
Film at no increase in 
price, is treated as edi- 
torial matter in the leading 
article. 

How to take indoor 
movies is given two pages 
of space. How to title 
home-made movies and 
hints from prize winners 
in the recent snap shot 
contest which should be 
taken to heart by movie 
makers are also editorially 
considered. The portion 
of a page reproduced here- 
with shows how Eastman | 
uses the sure-fire appeal of 
children’s faces to sell their 
parents, and also shows an 
interesting “new-use” news 
item. 

The sons of Mr. A. G. Trimble 
of Pittsburgh, developed a scheme 
with their Kodatoy. 

“They project Cinegraph car- 


toons on a white sheet of paper in- 
stead of a screen and when they 
come to an exceptionally amusing 
scene, stop projection and trace 
the picture shown on their paper 
screen,” says their dad. 

Eastman reproduces one of the 


If you have not already done so, by all 


means purchase some 43 cent Mazda Pho 
toflcod lamps from your CinéKodak 
dealer and learn for yourself the ad 
vantages of their use with CinéKodak | 
Supersensitive Panchromatic Film in 
making in-the-home family movie records | 
| 


HERE'S FUN 
FOR YOUNGSTERS 


An entertaining stunt 1s that reported 
by Mr A. G. Trimble of Pittsburgh, Penn. 
sylvania 

My boys recentiy fit upon a scheme 
with thei Kodatoy that I think uw rather 
unique—cartoon tracing. They project | 
Crnegraph cartoons upon a white sheet of 
paper instead of upon a screen, and, when 


e- \ | 
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One of the drawings made 
by Mr Trimble s boys 


hey come to an exceptionally amusing 

scene, stop projection and trace the pic 

ture shown upon their paper scteen. I am 

enclosing a few samples of their work 

or rather, fun | 
Our compliments to the discoverers of | 

a new feld of home movie enjoyment. | 


———— | 


This Is the Lower Right-Hand Corner of a Page 


from “Ciné-Kodak News” 


tracings he sent and says to the 
boys: 

“Our compliments to the discov- 
erers of a new field of home movie 
enjoyment.” 
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1931 
655,660 


726,250 
153,177 
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ON APRIL SIXTEENTH 
NINETEEN HUNDRED THIRTY-TWO 


THE NEW YORK OFFICES OF 


RUTHRAUFF & RYAN’ INC 


WILL OCCUPY THE FIFTY-THIRD 
AND FIFTY-FOURTH FLOORS 


OF THE 


CHRYSLER BUILDING 


405 LEXINGTON AVENUE 
NEW YORK 


TELEPHONE VANDERBILT 3-6400 





Put the Camera in the Reader’s Eye 


This Campaign Uses Pictures That Show the Product in Use by the 
Person Reading the Advertisement 


HE accompanying illustration 

is from a foreign cosmetic cam- 
paign appearing in Continental pe- 
riodicals. It features the Marinello 
preparations. 

The campaign is 
based on the _ theory 
that the more definitely 
advertising brings the 
reader into the adver- 
tisement, the more 
closely will the copy be 
read and the better will 
it be absorbed. There- 
fore, a pictorial plan 
was developed which 
figuratively puts the 
product in the reader’s 
hands. 

In other words, it in- 
troduces what might be 
called a third dimension 
by bringing the unseen 
reader right up to the 
front edge of the pic- 
ture. Each illustration 
shows hands holding or 
touching a Marinello 
product. The beauty of 
the hands and the dra- 
matic presentation could 
hardly have been bet- 


tered. lugend wieder:ubehommen — um sie fir immer ru bewahren! 


die neve Individual-Kosmetik ... 
als flichtige Schdnheit 


ist thre Hout von Netur ous normal? Nicht zu trocken — 
micht ru tent Und fangen trotzdem schon die ersten feinen 
Faltchen, die ersten schiahen Linien on, Ihnen Sorge ru machen? 
Marimello het thr Problem geldst: In jahrelongen wissenscholt- 
lichen Versuchen hat er eme kleine Gruppe wundervoll geholt- 


trated on avoiding any appearance 
of special posing. The goal set was 
to obtain pictures that would show 
the hands in precisely the position 
that most women would assume 


gibt mehr 


denn Marinello hat erkonnt 


dof die verschiedenen 





But more important 
than the artistry dis- 
played in the photog- 
raphy and layout is the 
fact that those hands 
are the reader’s hands— This Photograph Makes the Reader Feel That It Is 


(me berene Mer nette Sete = Levtmow Ges Weeen etoten be 
fede ret nowentons Berwtung! 
Reregrareten Mertens 

@ NEW YORK, 72, Fith Avenve 

@ PARIS. 36. Avenue Hoche 

@ (0%00% seem covemmacen. sTOCHROLe. 20m. BaRcrioms 


Atewvertes! Ne Deenctond Mermetio Predecn Gm aM Bin Shtmebery! 


it is the reader who is Her Hands That Are Holding the Jar 
holding the jar, or the 

bottle, or the package containing a 
Marinello preparation. 

There is still another valuable 
feature to this plan. It shows the 
item in action. Instead of merely 
showing a package, or showing the 
finished result in the form of a 
pretty girl, the latter is suggested 
by the beautiful hands and the for- 
mer is shown in actual use. 

In posing these hands, the ut- 
most attention was paid to every 
detail. As a matter of fact, the 
word “posing” should not be used, 
because the photographer concen- 


when performing an identical act. 

Of course, there is no uniformity 
in the way a woman dips a powder 
puff, for example, into a powder 
container. However, it would be 
perfectly natural, when a model 
posed for a “shot” of this kind, 
for the fingers to become cramped 
or stilted. These faults were skil- 
fully avoided. 


G. M. to Buy Packard Electric 

The General Motors Corporation has 
arranged to purchase the Packard Elec- 
tric Company, Warren, Ohio, automobile 
cables. 





Eye 


by the 


earance 
set was 
d show 
DOsition 
assume 





} mehr 


hat erkonnt 


schiedenen 





mobile 


Apr. 7, 1932 


PRINTERS’ INK 


SMALL TOWNS 


| N 


o 
Na 
— 
b~ 
hei 
co 
Ww) 


BUSINESS 


Dr. Julius Klein 
speaking ! 


“The recent census of distribution, the first 
in our business history, has revealed that 
more than two-thirds of the 3,073 counties 
in this country have no city of over 10,000 
population. And the retail market of such 
small towns reaches the amazing total of 
fifteen and a half billion dollars—surely an 
objective worthy of far more careful scrutiny 
on the part of our industrial and commercial 
leaders than has hitherto been evident. 


“In fact, their anxieties in recent months 
have stimulated a much more respectful con- 
sideration of these vast small-market areas, 
even though many of them have suffered im- 
pairments of buying power. Adversity has 
indeed taught us now the values of frugal 
solicitude for the little things that go to make 
up the greater ones—the smaller markets, 
smaller industries, smaller costs. 


“We have learned the expensive lesson— 
at least for the time being—of the perils of 
dreams huge but nebular castles and fan- 
tastic mirages of limitless magnitude.” 


The Household Magazine 
Our Clientele: Two Million Modern Women in Small Towns 


Arthur Capper, Publisher Topeka, Kansas 
= 


If You Sell Through Wholesalers You 
Have Retail Distribution in Small Towns 
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Right Now! 





We believe one of these places is 
good old 


York County 
Pennsylvania 


where people do enjoy ample pur- 
chasing capacity for goods they desire 
and who do have unusual confidence in 


The York, Pa. 
Gazette and Daily 


which covers this trading unit com- 
pletely and intensively with a circula- 
tion which has never been forced in 
any sense of the word. 


we urge you to investigate. 


HOWLAND & HOWLAND, Inc. 


National Representatives 


New York Chicago 
393 Seventh Ave. 360 N. Michigan Ave. 





























“Our Price Is. Too High—I Can’t 
Get the Order” 


This Sales Manager Had Some Nerve-Racking Days But He Stuck 
to His Policy 


By T. A. Warner 


Vice-President in Charge of Sales, Tuttle & Bailey Mfg. Co. 


AVE many sales managers re- 
ceived a letter or a telegram 
from their salesmen reading as 
follows? 
“Blank 
Lower 
Them? 

It looks familiar, doesn’t it? 
Let’s review for a moment what is 
behind telegrams and letters of that 
kind. 

All honest companies which are 
in business today have faith in the 
country and faith in the fact that 
general conditions are going to im- 
prove. But are all industries at- 
tempting to follow the cardinal 


Have 
Meet 


Company 
Can We 


and 
Prices 


principle of business—profit ? After 
all, every one of us is in business, 


regardless of what that type of 
business is, for one eventual end, 
and that is profit. 

The day has long since disap- 
peared when any manufacturer, 
jobber or retailer could rob the 
public. Few of us can make a 
large profit. But are there enough 
of us trying to make any profit at 
all? Are the smaller companies 
trying to emulate the policy of the 
larger ones, i.e., think only of pro- 
duction, regardless of how low 
prices are permitted to drop? 


A Daily 


Question 


Now let’s go back to the tele- 
graphic question asked at the be- 
ginning of this article. It was being 
put up to my company daily. It is 
a typical purchasing agent’s story. 
Analyzing it from the “other fel- 
low’s angle” it is good business to 
try for a lower price, if it’s pos- 
sible to get it, but that is where 
real salesmanship must come to the 
front. 

About a year ago, my company 
decided to eliminate the so-called 
buyer’s story. We formed a new 
price schedule, graduating it on a 
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quantity basis. For a large order 
we put in the price as low as we 
could possibly figure it. For a small 
order, we took into consideration 
the high cost of handling small 
orders and priced accordingly. All 
of our salesmen were equipped 
with these schedules and given 
definite instructions that no order 
would be accepted at a price below 
that shown on their schedule. 


Took Nerve 
to Maintain Policy 


Then began the nerve-racking 
days for the sales manager. The 
complaint: “Our price is too high, 
I can’t get the order,” continued to 
come in. I admit it took lots of 
nerve to turn down orders at a 
slightly cut price but our executives 
had decided on a policy and we 
were ready to gamble on our idea. 
If we couldn’t get a price to allow 
at least a “break even” we did not 
want the order. 

At first, we were afraid it would 
break the spirit of the salesmen so 
we put it on a competitive basis, 
that is, competitive from the angle 
of a game. 

Our thought was that where our 
customers claimed they had a lower 
price it was, in practically all 
cases, on a substitute and if we 
were allowed to quote on that same 
substitute our price would also be 
in line. 

We turned down a few orders 
and then followed them through to 
the finish. In so doing, we proved 
our point to all the salesmen, as we 
found that substitutions were made. 

We impressed on our men the 
fact that they were playing a game 
of selling and the customer was 
their opponent. They must outplay 
the purchasing agent and sell what 
was specified or get an opportunity 
to bid on the substitution. 

We played strongly on the im- 
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portance of grit 
on the salesmen the 
calling the other man’s 
selling game. 

It was truly surprising to see the 
reaction of our men. They entered 
into the “game” whole-heartedly 
and the results are very encourag- 
ing, even in these days of oc- 
casional orders. As a result, we 
feel that not only our company, but 
the entire industry is being im- 
proved and conditions bettered, 
because after all a fair price is 
essential to continuance of an in- 
dustry. Our customers liked the 
idea because they knew that our 
prices were on one basis and that 
they could buy as cheaply as their 
largest competitor on an order of 
equal size. Therefore, our sales- 
man was welcome. 

If all executives and their sales 
managers were to put as much time 
and study on policies of this nature 
as they do on forming contests and 
making quotas we believe the sales- 
men would “answer the call.” The 
customers will also react, knowing 
that the price is as fair to them 
as to their competitors. 


Grant Makes Buick-Olds- 
Pontiac Appointments 


Following the organization of the new 
Buick-Olds-Pontiac Sales Company, the 
following personnel appointments have 
been made by Richard H. Grant, vice- 
president in charge of sales of General 
Motors Corporation: J. E. Grimm, Jr., 
former advertising manager of Chevrolet, 
has been made advertising manager of 
Buick; E. J. Poag, identified with Buick 
advertising for many years, becomes 
sales promotion manager for that car, 
and W. C. Herring, formerly general 
sales manager for General Motors of 
Canada, Ltd., becomes sales promotion 
manager for Olds. 

Mr. Grant has also appointed D. P. 
Brother as director of advertising for 
the new company in addition to his 
duties as director of the advertising sec- 
tion of General Motors. J. T. Collins, 
formerly general sales manager of the 
Olds Motor Works, will be attached to 
Mr. Grant’s staff on special assignments 
and will be director of company-owned 
retail stores. 


E. F. Metcalfe Joins 
F. H. Pfunder, Inc. 


Earl F. Metcalfe, formerly with J. C. 
Houck Motor Coach Advertising, Ltd., 
has joined F. H. Pfunder, Inc., Min- 
neapolis, as vice-president. In addition 
he will be president of Parks’ Products, 
Inc., an affliated company. 
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To Issue 
Book on Radio Program 
Survey 


HILE musical programs con- 

tinue to hold first place in 
popularity among radio listeners, 
popular taste is showing a strong 
preference for dramatic dialogs 
and mystery stories. This trend 
reveals itself in information which 
the United States Office of Educa- 
tion has gathered from its survey 
among radio broadcasting stations 
as to what programs are most 
popular. 

Reports from about forty sta- 
tions disclose a wide variation in 
the tastes of listeners. The answers 
to its investigation are being 
studied by the Office of Education 
which plans to publish its conclus- 
ions in a handbook for instruction 
by radio. 

Many stations, in their replies, 
indicated that their musical pro- 
grams are selected in accordance 
with the tastes of the listeners near- 
est the stations. Some sections of 
the country call most frequently for 
old time songs; one station gets a 
demand for “hill-billy” music; an- 
other finds that square dance tunes, 
jigs and schottisches are most 
popular, while in other sections, 
popular classical themes are most 
in demand. 


New Accounts to Empire 

The Psyllium Packing Company, the 
Fudo-Psyllium Corporation and the Tuart 
Table Company, all of New York, have 
appointed the Empire Advertising Ser- 
vice, of that city, to direct their adver- 
tising accounts. 


“ ° ” 
Petroleum Engineer” Moves 
The Petroleum Engineer, formerly pub- 

lished at Tulsa, Okla., has moved its 

headquarters to Dallas, Texas, where it 
will be located in the Tower Petroleum 

Building. 


Leaves Fawcett 
H. Frederick Gardener has resigned 
from the Fawcett Publications, Inc., 
where he has been executive editor of 
Screen Book. His resignation is effective 
April 15. 


To Publish “Law” 


Law is a new monthly magazine for 
lawyers. Headquarters are at 132 West 
3ist Street, New York. 
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How Direct Mail Can Back Up 


Consumer Advertising 


Timken Sends Out Material That Is of Definite Use and Increases 
Sales of Hidden Product 


By R. P. Kelley 


Advertising Manager, The Timken Roller Bearing Company 


te spite of public acceptance, 
it was found several years ago 
that a comparatively small per- 
centage of the dealers handling 
Timken-equipped cars were mak- 
ing it a practice to take the initia- 
tive in mentioning the make of 
bearings in their sales talk. 

A program of education seemed 
to be in order. The first attempt 
was a series of mailing pieces sent 
to dealers handling Timken- 
equipped cars. This campaign ex- 
plained the advantages of the bear- 
ing, and showed how easy it is to 
capitalize the public’s preference by 
telling every prospect that the car 
is Timken-equipped. 

This type of mail matter was 
continued for a year or so with 
fair results and a check-up showed 
that it was becoming much more 
general for the dealer to take the 
initiative in bringing up the subject 
of bearings. But there was still 
much to be desired. 

Then, a matter of a year and a 
half ago, the idea was hit upon 
of changing the whole purpose of 
this mail matter, designing it so 
that it would automatically give the 
dealers a chance not only to read 
it, but to use it. 


A Continual 
Reminder Needed 


All that was needed in the adver- 
tising set-up was something to re- 
mind the dealer of bearings con- 
tinually, and, in case he should 
forget, something automatically to 
remind his prospect. In other 
words there was need for a missing 
link at the point of sale. 

The resulting campaign includes 
several distinct requisites, if not in 
every individual mailing, at least as 
a whole: 

First, of course, it must promote 
the sale of Timken-equipped cars, 


for that is, after all, the underlying 
purpose of any advertising of a 
product which is never sold direct 
to the public but always as part of 
another product. 


This Piece Is Gotten Out By Timken 
Specifically for Studebaker Dealers 


Second, it must educate the auto- 
mobile dealer to the advantages of 
Timken Bearings in automobiles, 
telling him why they make an) 
automobile a better one. 

Third, it must show the dealer 
that in handling a car equipped 
with our bearings he not only has 
definite mechanical advantages but 
also distinct merchandising advan- 
tages due to the public’s favorable 
knowledge of the product through 
some thirty years of national ad- 
vertising. 

Fourth, it must be designed in 
such a way that it can be of direct 
benefit to the dealer in selling his 
particular make of automobile 
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DUDLICATION ope 
FIFTYDLICATIORN 


Never before ... an agency tool 
so useful and saving! 


DUPLICATES COST is one thing ... NO-INK 
PRINTER saves money. 


© PRESENTATIONS TIME is another . .. NO-INK 
@ SALESMEN’S PRINTER saves time. 


PORTFOLIOS 7 
There is no setting up, no long 
@® PHOTOGRAPHS ge Snap a switch, 
nsert the sensitized paper. 
© ENGRAVINGS Then let her go! 


© FLANS For anything of which you 
@ LAYOUTS want up to fifty crystal-clear 
facsimiles . . . like the pictures 
© COPY and pages of salesmen’s port- 
© FORMS folios ... or layouts for pre- 
viewing at a convention or data 
@ TESTIMONIALS sheets for a. en 
offices ... TER 
© CORRESPONDENCE has every other method of 


@ PRINTED MATTER duplication stopped! 


@ PROOFS Paragon Revolute Corp. 
77 South Ave., Rochester, N. Y. 


SPEED . FIDELITY . ECONOMY 


NO-INK printer 


Paragon Revolute Corp. (Pi-4-7) 
7 South Ave., Rochester, N. Y. 


Please send me full information on the NO-INK Printer and NO- 
INK Developer. This does not obligate me. 
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Firm 
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An Integrated Industry 
is in Process of Creation 


HE now isolated elements of 

the building world—archi- 
tects, engineers, contractors,man- 
ufacturers, dealers, workmen, in- 
vestors—arc being brought 
together into the greatest single 
industry in the United States. 

Before them, urgent of solu- 
tion, are problems of organiza- 
tion, of planning, of design, of 
new materials, new relationship, 
new conceptions. 

The leader in the constructive 
revolution which must result will 
be the architect, in his multiple 
capacity of planner, designer, 
financial adviser and coérdina- 
tor... 
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The Architectural Forum is the 
leading journal of its profession. 
Independent, forward-looking, 
it gauges the pace of modern 
building and construction as the 
industry stands on the threshold 
of a decade of changes. Here is 
opportunity ... 

Forthese reasons, TIME, INCOR- 
PORATED, Publishers of TIME and 
FORTUNE, have purchased a con- 
trolling interest in The Archi- 
tectural Forum. With the wider 
scope offered by this affiliation 
the present staff of The Archi- 
tectural Forum will continue to 
produce the first-choice maga- 
zine of progressive architects. 





In such developments as the following lies the progress of the next decade. 
The Architectural Forum is reporting them now, matching progress in 
architecture with progress in publishing. 


City and Town Planning 
Drastic Cost Cuts 
Rationalized Financing 
Rationalized Architecture 
Buildings of Metal and Glass 
Buildings without Windows 
Conditioned Air 
Controlled Lighting 
Noise Elimination 


Acoustical Control 
Roofs for Living 
Double-decked Elevators 
Exterior Walls Only 
An Inch Thick 
Unit Bathrooms 
Unit Kitchens 
Structural Furniture 


Good Houses for the Poor Man 


Sold only to architects and other building professionals, The Architectural Forum és as 
distinguished in format as it is in editorial content. The subscription price is $7.00 the year. 


THE ARCHITECTURAL FORUM 
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EYES 
and PURSE 
RESPOND 


When 
Known 
Quality is 
Recognized 


RECIPROCAL 
ALVEE TISING \ 


Clicking by 
Interlinking 


Reciprocal 


Way 


YOUR product harmoniously 
advertised on the product that 
is used naturally in conjunction 
with yours. (Non-competitive 
national advertisers only.) 


And, reciprocally, their adver- 
tising on your Product. 


The common inter- 
ests tied up in the 
advertising identi- 
fied with 


Write! We'll reciprocate 
RECIPROCAL ADVERTISING 
INCORPORATED 


“ THE GOLDEN RULE 
IN MERCHANDISING “ 


102 EAST 30th ST.,N.Y.,N.¥. 
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something he can actually use in 
selling. 

Fifth, it must keep the dealer 
constantly reminded of his “Tim- 
ken Bearing Equipped” sales ad- 
vantage because the bearings 
themselves, being hidden in the ma- 
chine, cannot serve as a reminder. 

Sixth, it must automatically re- 
mind the car buyer in case the 
dealer forgets to make a point of it. 

Our mailing pieces pretty gen 
erally meet the above qualifications. 
One characteristic stands out in 
all of them—the name of the car 
and its specific use of Timken 
Bearings are prominently featured. 
The Nash dealer gets a Nash piece, 
the Willys dealer a Willys piece, 
and so on. Each mailing, there- 
fore, consists in reality of about 
twenty-five separate mailings to 
take care of that number of in- 
dividual makes of cars. 

The effectiveness of this policy 
has been well proved by various 
check-ups, as has the fact that well 
over 85 per cent of the pieces sent 
out are used for the purpose for 
which they are intended. 

For instance, on a mailing of 
small signs designed to be hung on 
the door handles of cars in show- 
rooms, nearly 2,000 dealers, repre- 
senting many different makes of 
cars, took the trouble to write in 
requesting additional signs to the 
extent of over 22,000 so that every 
car in their showrooms could have 
one. 

A Reo dealer may get a Lincoln 
piece; or a Lincoln dealer, a Reo 
piece. (Discrepancies are bound 
to occur in the best regulated mail- 
ing lists). Back comes a request 
for a poster or sign featuring the 
make of car being handled. 

The twenty branch offices of this 
company were asked to make a 
special check-up for each of the 
first few mailings by watching for 
the way this material was being 
used in their respective territories. 
This survey showed that by far 
the greater part of the pieces 
mailed out are on actual display. 
One branch reported that 90 per 
cent of the dealers had displayed 
them. In many towns in which a 
check-up was made, 100 per cent 
use of the material was reported. 
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Whenever a member of this ad- 
vertising department has a couple 
of hours to spare when out of 
town he strolls into automobile 
dealers’ showrooms and finds out, 
before revealing his identity, what | 
kind of sales approach the dealer 
has in regard to bearings. Out of 
possibly a couple of hundred such 
calls made during the last few 
months we find that most dealers | 
who handle Timken-equipped cars | 
now take the initiative in making a 
point of that fact. Many of them 
point to some of our material on 
the walls of their showrooms to 
informally back up their statement. | 

Constant national advertising to 
the car buying public over a period 
of many years, combined with di- 
rect mail matter which is of defi- 
nite use to automobile dealers, has 
accomplished just that. 


Belding Heminway Elects 

John Nash McCullaugh, general man- 
wer of the Berkshire Knitting Mills, 
has been elected chairman of the board 
of the Belding Heminway Company. 
Paolino Gerli, general manager of E. 
Gerli & Company, has been made chair- 
man of the executive committee. 

R. C. Kramer, associate director of 
\mos Parrish & Company, has_ been 
elected president and John P. McQuire, 
president of the Textile Bank, has been 
made a director. 

The executive committee will include 
Mr. Gerli, Mr. McCullaugh, Mr. Kramer 
nd Dwight Cutler. 


H. J. Grauman to Open New 
York Studio 


H. J. Grauman, formerly president of 
the Grauman-Jennings Studios, Chicago, 
will open a commercial art studio at 
New York under his own name. _Asso- 
ciated with him will be Harland Frazer, 
who also was formerly with Grauman- 
Jennings. 


New Account to Freystadt- 


Juraschek 

The Ward Leonard Electric Company, 
Mount Vernon, N. Y., manufacturer of 
lectrical control equipment, has _ap- 
ointed Freystadt-Juraschek, Inc., New 
York, to direct its advertising account. 
Technical publications and direct mail 
will be used. 


Death of Norman Cole 
Norman Cole, an account executive 
with the Harvey-Massengale Company, 
Inc., Atlanta advertising agency, died 
recently at that city, at the age of forty- 
three. THe was formerly associated with 
The Calvin Stanford Advertising 
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\gency, and the Massengale Advertising 
\gency, both of Atlanta. 
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lower cost 


—complete coverage 
of the great 
Newark market 


No other newspaper or com- 
bination of newspapers pub- 
lished or sold within the 
boundaries of the great thriv- 
ing Newark Market can give 
coverage as complete or an 
influence upon the buying 
habits in New Jersey's Me- 
tropolis at a cost to equal that 
of the country’s largest six-day 
advertising medium—the 


NEWARK EVENING NEWS. 


Over 160,000 families daily 
depend upon this medium to 
guide their purchases of neces- 
sities—and luxuries, too. Its 
90% home delivery proves 
reader preference. At a mini- 
milline rate of $1.68 effective 
contact with this vast buying 
group is today cheaper than 
at any time in the past twelve 
years. Build profitable sales in 
the Newark Market at one 
lower cost. 


Evening 
News EUGENE W. FARRELL 
Business and Advertising Mgr. 
215-221 Market Street 
Newark, New Jersey 
O'MARA & ORMSBEE, INC. 
General Representatives 


New York Chicago Detroit 
Los Angeles San Francisco 





Secondary Copy Theme Goes to 
Work in Dentyne Campaign 


Added Selling Thought Ties Up to Main Selling Theme 


OW long should an advertiser 

continue to emphasize one 
main copy theme? Answers to this 
question, of course, will depend 
upon how successful any particular 
theme may be. If it doesn’t pro- 
duce results, even a short period of 
usage will be too long but if, as 
in the case of Dentyne, a theme 
does its work well, why drop it? 

The American Chicle Company 
will not even consider subordinat- 
ing Dentyne’s seven-year-old copy 
appeal which has carried the prod- 
uct from scratch to a _ leading 
brand. Experience having proved 
the success of this copy idea in 
building markets, the company in- 
tends to stick to it while it does 
its job. 

Adherence to. one main theme 
over a long period, it might be 
reasoned, will lead to monotony 
and lack of flexibility. If the main 
theme is a natural, however, it 
will readily permit the blending of 
secondary appeals. For example, 
American Chicle felt it would be 
the wise thing to do, in these days 
of pretty hard selling, to inject a 
supplementary thought, one which 
would permit handling in an ag- 
gressive manner. 

Its current campaign is the re- 
sult of efforts to get an added 
selling thought that has a direct 
connection with factors concern- 
ing mouth hygiene. Dentyne has a 
high chicle content, giving the 
product a firm body which en- 
courages a slow chew. The en- 
couragement of a steady flow of 
saliva naturally safeguards mouth 
health, thus providing a copy angle 
which ties-up naturally to the main 
theme and strengthens it. 

This secondary theme also won 
approval because it can be ag- 
gressively presented. It also pro- 
vides an opportunity for positive 
illustration. Each advertisement in 
the new campaign carries two il- 
lustrations, one depicting the effects 
on a person’s disposition of in- 
sufficient saliva flow; the other 
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portraying the more contented in- 
dividual after he has corrected the 
saliva flow with Dentyne. 

This new copy theme is working 
out satisfactorily, it is believed, 
largely because Dentyne, by its 
name and its formula, has the ad- 
vantage of being a specialty; as a 
gum product it has an appeal to 
all consumers; as a gum product 
naturally associated with dental 
hygiene, it has an appeal to those 
who may not be regular chewers 
of gum. 


Introduced 
in the South 


Dentyne is an old brand name 
which, as a five-cent product, had 
been practically off the market un- 
til 1922 when the American Chicle 
Company, which had acquired the 
brand name, applied it to a new 
product. This new product was in- 
troduced into the South where the 
company wished to strengthen its 
position. Within a short time the 
new product proved its popularit) 
and distribution was jumped to th¢ 
Pacific Coast. 

In 1927 national advertising was 
started. Throughout the product's 
advertising career, unceasing use 
has been made of reason-why cop, 
The current campaign is appearing 
in twelve magazines and a list of 
nineteen newspapers. 

In line with American Chick 
policy, development of the product 
has been directly under the super 
vision of a brand manager. Eacli 
step has been carefully proved on 
a small scale before large scale 
operations were tackled. The suc- 
cess of these operations has guided 
the destiny of the advertising ap- 
propriation which is built up for 
the brand from a definite budget- 
ing allotment of the sales dollar. 

As advertising has built up sales 
by territories, more sales dollars 
have contributed to more intens« 
cultivation of existing territories 
and expansion into others through 
advertising. 
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ed the or the Greatest space Bargain er of the Year 
aA new 
as in- Here’s one group of magazines that keeps right on stepping ahead, regardless 
re th of economic conditions . . . Fawcett’s Women’s Group . . . a million Guaranteed 
a. Circulation beginning with June, 1932, issue . . . reaching shoppers en masse. 
en its 
> » Our Special Offer—if you place your order for definite space and dates before 
le the I 
larit April 15, 1932, you can have the benefit of the old rates for the remainder of 
: 1932. With our guaranteed circulation of 1,000,000, this gives you a price of 
to the $1.19 gr page per thousand, an unbeatable buy! ! Besides, with the same percent- 
age of excess over guaranteed circulation that we have been delivering right 
e was along, we expect to deliver a bonus of 200,000 . . . a total circulation of 1,200,000! 
ee April 15th i be Deadline! 
z use pril 15th is the Deadline! 
cop\ 
ring Don’t miss this amazing buy! Get your order in now. July issue closes finally 
-aring “ 
bet of for copy and cuts on April 20th. 
“hi OLD RATES ALL FOUR MAGAZINES NEW RATES 
_ - $1190.00 Page $1700.00 
| Ti 
aie 194.47 2 Columns 1133.90 
Fach 399.36 Single Column 566.95 
sd on 3.15 Line Rate 4.25 
scale 
suc: FAWCETT PUBLICATIONS, I 
uided i NC. 
y ap- Also publishers of Modern Mechanics and Inventions, Mechanical Package Magazine, Battle 
. for Stories, Triple X Western, Startling Detective Adventures, Amateur Golfer and Sportsman. 
d t. CHICAGO GENERAL OFFICES: NEW Ls ay a 
get- 35 E. Wacker Drive Minneapolis, Minn. 52 Vanderbilt A 
ar. Phone: State 2955 529 So. 7th St. Phone: MUrray Hill 2 2-1555 
sale Phone: Main 7331 
— LOS ANGELES SAN FRANCISCO 
lars Simpson & Reilly Simpson & Reilly 
tens 1206 S. Maple Ave. 1625 Russ Building 
= Phone: Prospect 5775 Phone: Douglas 4994 
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We invite you to get in 
the swim in 


THE HEALTH 
AND 


CAMP EDITION 


OF THE 


WOMANS PRESS 


FOR MAY 
(National Magazine of the Y.W.C.A.) 


you can make a splash in 
the best of company. 


WE offer you a spring-board 
to new business. Will you 
take the plunge into a nation- 
wide camp market? 


AMP directors will need 
a life preserver now when 
they will buy for over 100,000 
girls who will be traveling to 
Y.W.C. A. camps this year. 


Buoy them up by sending 
us a line before April 15 


DOROTHY PUTNEY, Ade. Mgr. 
600 Lexington Ave. New York 


PLaza 3-4700 
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Ventilated Feet— 
Chapter II 


RINTERS’ INK answered an 
inquirer in the March 10 issue 
that the burning question of foot 
ventilation might, in these days of 
Athlete’s Foot, help build added 
sales for shoe manufacturers. It 


ture RANCHO 








was scarcely supposed that venti- 
lated feet would come into their 
own so quickly. 

The George F. Keith Company, 
maker of Walk-Over Shoes, has 
just announced to retailers the 
Rancho, a “feature that means 
extra-pair business, new customers, 
additional profit.” 

On May 7 full-page consumer 
copy will be used to sell the idea of 
this new _Sport model shoe de- 
scribed as “cool, comfortable, prac- 
tical, perforated, unlined and air- 
cooled. “ 





Artisan Displays, New 


Rochester Business 
Paul R. Maier, for the last ten ye: urs 
with Schafer-Ross, Rochester, N. 
maker of advertising display signs, has 
started Artisan Displays, with offices at 
37 South Water Street at that city. 


Elected by American Hardware 


Isaac Black, vice-president of the 
American Hardware Corporation and 
general manager of the Russell & Erwin 
division of that company, New Britain, 
Conn., has been elected a director of the 
corporation. 
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Death of Merritt J. Norton 


Merritt Jones Norton, vice-president 
f The Borden Company, died at Scars- 
ile, N. Y., on April 3. He was in his 
wty-eighth year. For a number of 
ears he was associated with the Car- 
ation Milk Products Company, starting 
is an assistant superintendent of its 
plant at Forest Grove, Oreg. 

Mr. Norton was steadily advanced 
luring his more than twenty years with 
the Carnation company, of which he 
ventually became vice-president _ in 
charge of sales. In 1926 he joined The 
Borden Company as_ vice-president in 
harge of canned milk sales. 

His brother, Daniel F. Norton, Jr., is 
wesident of Nestlé’s Milk Products, Inc. 


Appoints Rochester Agency 


The Paragon Revolute Corporation, 
manufacturer of No-Ink printers and 
developers, has appointed The Johnston 
Company, Rochester, N. Y., advertising 
agency, to direct its advertising account. 
Newspapers and magazines will be used 


Morris Waber Starts Own 
Business 


Morris Waber has resigned as _vice- 
president of Weh, Inc., New York ad- 
vertising agency, to open his own adver- 
tising agency service at 392 Fifth Ave- 
nue, New York. 


Appoint T. .M. R. Keane 


Tom M. R. Keane has been appointed 
udvertising manager and sales director 
of Ernst, Spelger & Hurlbut, Seattle, 
chain system of hardware and sporting 
goods stores in the Puget Sound terri- 
tory. 


New Account to Croot 


The advertising of the R. F. Simmons 
Company, Attleboro, Mass., maker of 
Stuenene —y, is now being handled 
by the Samuel C. Croot Company, Inc., 
New York. 


J. C. Hughey Joins Sheffield- 
Fisher 
James C. Hughey has been appointed 
vice-president in charge of sales of The 
Sheffield- — Company, Inc., Roch- 
ester, y 


Appointed by Scott Howe 


Bowen 
Joseph R. Spadea has been placed in 
charge of the Detroit branch of Scott 
Howe Bowen, Inc., representative of 
broadcasting stations. 


Appoints Hill Agency 
The Erie Steel Construction Company, 
Erie, Pa., has appointed The Albert P. 
Hill Company, Inc., Pittsburgh, to di- 
rect its advertising account. Business 
papers and direct mail will be used. 
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Mr J.Charles Jordan 


Assistant Manager 
Publicity ~ Advertising 
Pacific Gas~ Electric Co 


Mr. Jordan Says: 


“Outdoor Advertising is an 
Essential Cog in the wheels 
of a well rounded advertis- 
ing program."’ 


He further states, “From a modest 
beginning three years ago, when 
we first began to fully appreciate 
Poster Advertising, we have in- 
creased our usage to a Representa- 
tive showing on a yearly contract 
basis in each of 106 cities and 
towns served with gasand electricity. 
Withtheirabilitytosecure attention, 
their power to create interest and 
stimulate desire, Posters impel the 
buyer to action." 


That, briefly, is why the Pacific Gas 
end Electric Company uses Poster 

rtisi hout the terri- 
tory served by them in Northern 
and Central California. 


Whether your territory be of 
national, sectional or local scope, 
Poster Advertising can be adapted 
to your needs, 


Outdoor Advertising Is unusually 
effective in all Pacific Coast States 
as their residents as well as hundreds 
of thousands of tourists are out of 
doors the greater part of the time. 


Investigate the Outdoor Ad- 
vertising facilities which Foster 
and Kleiser Company have to 
offer in 615 cities and towns 
in California, Oregon, Wash- 
ington and Arizona. 


Foster and Kleiser 


COMPANY 
GENERAL OFFICES: SAN FRANCISCO 
Operating plants in California 


Washington, Oregon and Arizone 
Offices in New York and Chicago 














These Advertisers Tell It 
with Slogans 


Tue Krocer Grocery & BAKING 
CoMPANY 
Cincinnati, Ono 
Editor of Printers’ Ink: . 

We would like to have you give us 
some information as to the PRinTERs 
Ink Clearing House of Advertised 
Phrases. : 

Will you please advise us what is 
your charge for registering a slogan 
and for research information as to a 
registered slogan. 

Tue Krocer Grocery & 

BaKING COMPANY. 
HE Printers’ INK Clearing 
House of Advertised Phrases 
was started in June, 1919. At that 
time there was no list of slogans 
used in advertising. It was difficult 
for advertisers and advertising 
agents to verify the originality of 

any phrase. 

The Slbgan Clearing House be- 
gan with a list of fifty of the better 
known slogans. Additional regis- 
trations during the past thirteen 
years have made the file the most 
complete of its kind. Close to 7,000 
slogans are now listed. 

No charge is made for including 
a slogan in the Clearing House or 
for research on any phrase that is 
being considered. 

Advertisers and advertising 
agents have recently submitted the 
following slogans for registration 
and they have been added to our 
records.—| Ed. Printers’ INK. 


Adds Life to Years Rather Than Years 
to Life. (Face Cream). Burton S. Boss, 
New York. 

Airedale Brick, Like Airedale Dogs, 
So Darned Ugly, They Are Beautiful. 
Sumter Brick Works. Sumter, S. C. 

An Achievement in Specialization. The 
Middishade Company, Inc., Philadel- 
phia, Pa. 

Aristocrat of Salad Fruits, The. Calavo 
Growers of California, Los Angeles, Calif. 

Be Thrifty—Buy Quality. The Valvo- 
line Oil Co., Cincinnati, Ohio. 

Beauty in Every Box. (Face Powder). 
Celebrated Products Sales Co., New 
York. 

Buy Them by the Dozen for Their 
Many Uses. (Sunkist Lemons). Cali- 
fornia Fruit Growers Exchange, Los 
Angeles, Calif. 

California’s Horticultural Headquarters 
Since 1871. Germain Seed & Plant Co., 
Los Angeles, Calif. 

Certified Analysis Takes the Mystery 
Out of Paint, The. Country Gentleman 
Products Co., Albany, N. Y. 

Coal That Satisfies, The. Lehigh Val- 
ley Coal Sales Co., New York. 


Every Cup’s a Cup of Joy. America: 
Coffee Co., Inc., New Orleans, La. 

Finest Anti- Knock Non-Premium Gas 
oline Ever Offered at No Extra Cost 
Union Oil Co. of California, Los Ange 
les, Calif. 

Floating Flame. Century Engineering 
Corp., Cedar Rapids, lowa 

Four Great Routes for Transcontinen 
tal Travel. Southern Pacific Company 
Los Angeles, Calif. 

Furnace Freedom, Penn 
Switch Co., Des Moines, lowa. 

Good Values Consistently. New York 
Merchandise Co., Inc., New York. 

Highest Continuous Record in Official 
Scoring Tests. (Dairy Products). Adohr 
Creamery Company, Los Angeles, Calif 

“Hush” Takes the Odor Out of Per 
spiration. (Deodorant). Hush Co., Phil 
adelphia, Pa. 

Individual Hothouse for Plants. (Hot 
kaps). Germain Seed & Plant Co., Los 
Angeles, Calif. 

Indoor Weather As You Want It 
With a Weatherator. Premier Warm 
Air Heater Company, Dowagiac, Mich 

Instantaneous Pocket Cigarette Maker, 


Electric 


The. J. C. Swann, New York. 
Keep Regular. Ex-Lax, Inc., Brook 
lyn, 


Kills Ants in the Nest. (Antrol). An 
trol Laboratories, Inc., Los Angeles, 
Calif. 

Kills Moth Worms. The Expello Cor- 
poration, Dover, New Hampshire. 

Leg of Nations—Before the Court of 
the World, The. (Men’s Garters). The 
Sidley Company, San Francisco, Calif. 

Makes Old Floors New. Schalk Chem- 
ical Co., Los Angeles, Calif. 

Man Alive! Two for Five! 
Cigar Co., Pittsburgh, Pa. 

National Headquarters for Uniform 
Caps. Superior Uniform Cap _ Co., 
Chicago. 

Peak Value of the Year. Dickinson 
Clothes, Inc., subsidiary of The Middi- 
shade Co., Inc., Philadelphia, Pa. 

Personality Face Powder, The. Cele- 
brated Products Sales Co., New York. 

Power-Wise Group Their Drives, The. 
American Pulley Co., Philadelphia, Pa. 

Precious, Little Aids to Beauty. Sta- 
Rite Hair Pin Co., Inc., Shelbyville,Tll. 

Push-Out Bottom, The. (Kleen Kup). 
Mono Service Company, Newark, N. J. 

Quickly Kills Garden Pests. (Snarol). 
Antrol Laboratories, Inc., Los Angeles, 
Calif. 

Richer Juice—Finer Flavor. (Sunkist 
Oranges). California Fruit Growers Ex- 
change, Los Angeles, Calif. 

Ride the Big Red Cars. Pacific Elec- 
tric Railway, Los Angeles, Calif. 

See It Made. (Sunkist Fresh Fruit 
Drinks). California Fruit Growers Ex- 
change, Los Angeles, Calif. 

Stay Sweet with Hush. (Deodorant). 
Hush Company, Philadelphia, Pa. 

Ten to One It’s a Santa Fe. (Cigars). 
A. Sensenbrenner Sons, Los Angeles. 

200 Extra Miles of Lubrication. (Mo- 
torite). Union Oil Co. of California, 
Los Angeles, Calif. 


Standard 
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Have You Forgotten 
what happened May 28, 1918? 
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= Gee 

7 ~~ If you have forgotten the event and 
ow its consequences, send today for a 
ntinen copy of our new folder captioned as 
th above. 
lectric 

York It may help you to inspire your own 
cial forces to more resultful activity and, 
if you’re a bit down in the mouth, it 
Phil may even help you. (Yes, “you too.”’) 
a 

Je In the meantime, 
Mich 

ker please remember 
srook 

x. (1) MacRae’s Blue Book is the only 
eles, . . . 

ee complete industrial directory of the 
= U. S. A. and Canada. 

rt of 

if. (2) Consulted daily by the majority 
need of men who specify or buy for Amer- 
dard ica’s largest industries. 

form . q Ms ? 

Co., eh ‘managers to reserve (3) Circulation 13,000 annually,— 

is 8 and jist- 

nson a he Whe 1932-33 Frinton. guaranteed ! 

iddi- First forms close April 2 Ist. 

Cele. (4) Evidence will be furnished on 
Tie. request showing that advertisers regard 
Sta. MacRae’s as one of their lowest-cost 
“— producers of inquiries and orders. 

“a: 

ol). 

les, ® 

bi MacRAE’S 

Ex. 

“ BLUE BOOK 

a 16 East Huron St., Chicago 
” 53 Madison Ave., New York 
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SYNDICATED SERVICE 
OPPORTUNITY 


The syndication of advertising service to 
retail stores and other local advertisers 
presents a broad field for nation-wide 
development. The multiplication of ac- 
counts at a fixed production cost results 
in large profits. Such accounts, by reason 
of their number and small individual fee, 
are readily obtained and controlled. Suc- 
cess is assured if two essential factors, 
the production of practical, meritorious 
service and a capable sales organization, 
are co-ordinated. 

I HAVE one unit of service soundly 
established at a profit, also definite plans 
for other services, based on broad expe- 
rience in syndication. 

I WANT to interest an individual or 
organization prepared to invest capital 
and co-operation in expanding my going 
service and developing other services on 
a sound basis. 

This opportunity may appeal to an indi- 
vidual able to sell and organize a sales 


force, or to a syndicate-minded agency 


secking a new outlet for its energies. 
To arrange interview in New York, 
address conlidentially SYN, Box 158, 


Ink. 


Printers’ 











ART 


DIRECTOR 


WITH 3/2 YEARS EUROPEAN 
EXPERIENCE AVAILABLE 


@ My work in the Berlin and Paris 
offices of the H. K. McCann Co., 
preparing advertisements for 7 
European countries, has given 
me a unique viewpoint on ad- 
vertising art. 1! can bring your 
Art Department a wide range of 
new, usable foreign touches and 
ideas. 

| have been associated with 
J. Walter Thompson, General Out- 
door Advertising Co., and H. K. 
McCann Co., in the United States, 
and hence have a thorough under- 
standing of American methods. 


@References available at 
McCann-Erickson, Inc., New York. 
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Muzzle the 
Advertising Allowance 
and Make Profits Grow 


(Continued from page 6) 
sense, and we have found alert dis- 
tributors very willing to consider 
our viewpoint. 

“There have been no tricks at all 
in our method of building profits 
this year. It has been merely a case 
of sticking to fundamentals which 
every manufacturer knows as well 
as we do. We hope that more of 
them will stick to fundamentals in 
the months just ahead because al! 
business, in my opinion, would be 
helped by a_ trend toward 
sound business principles, good for 
the manufacturer and his distribu- 
tors as well.” 

The experience of B. T. Bab- 
bitt, Inc., in profits and its increase 
in advertising which helped pro- 
duce those increased sales and 
profits, is sound and effective evi- 
dence that the job can and is being 
done in some quarters. It is sin- 
cerely to be hoped that such prac- 
tice will become more general and 
that this annoying disease will be 
stamped out by manufacturers who 
stick to sound fundamentals. 


Bullard Company Elects E. P. 
Blanchard 


E. P. Blanchard has been elected t 
the board of directors of the Bullard 
Company, Bridgeport, Conn. He has 
been with the company for twelve years, 
first as advertising manager and, more 
recently, as sales manager. 


Northwest Radio Stations 
Organize as Groups 


Seventeen radio stations in the North 
west have formed the Western Broad 
casters Association. George Kincaid. 
operator of radio station KFJI, Klamath 
Falls, Oreg. has been elected president 


With Memphis “Commercial 
Appeal” 


W. O. Sturdivant, formerly with the 
Atlanta Georgian-American, has joined 
the advertising staff of the Memphis, 
Tenn., Commercial Appeal. 


Appoints Cincinnati Agency 

_ The Cambridge Tile Manufacturing 
Company, Cincinnati, has appointed The 
Keelor & Stites Company, of that city, 
to direct its advertising account 
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Food, 
Footwear and 
Fasting 


New Baunswick, N. J. 

Editor of Printers’ Inx: 

1. You will learn of a most interest- 
: idea about advertising. 

», Years ago I fasted seven days and 
n the last day I walked twenty-eight 
miles in seven hours. Two weeks ago I 
nded a fast of nine days, during which 
time I walked one hundred miles. On 
the ninth day I covered fifty miles in 
thirteen hours. Although the day was 
old, I felt very well. 

3. Would you be good enough to sug- 
gest to me the names of some concerns 
r advertising agencies which would be 
most likely to consider the use of this 
fasting idea in advertising projects for 
foods, footwear, etc.? 

4. I thank you very much for your 
vurtesy. 
Lours G. Campos. 


1. We have now learned of this 
most interesting idea about adver- 
tising. 

2. It looks as if the more he 
fasts the further he goes. 

3. There our inquirer has us. 
That is just the trouble now. So 
many advertising agencies, publica- 
tions and other mediums have been 
trying this idea, against their wills, 
that our list would run to seventeen 
pages. 

4. That’s all right—[Ed. Print- 
crs’ INK. 


Death of C. D. Dush 


Clifton D. Dush, advertising manager 
of the Ohio Chemical and Mfg. Com- 
pany, Cleveland, died at that city last 
week at the age of twenty-seven. He 
was at one time secretary of The H. L. 
Stuart Company, Cleveland advertising 
gency, and, before that, had been with 
Charles F. Dowd, Inc., Toledo adver- 
tising agency. 


R. W. Kneebone Appointed 
By Bankers’ Journal 
Robert W. Kneebone, formerly with 
the Curtis Publishing Company, has been 
ippointed Western advertising manager 
of the American Bankers Association 
Journal, His headquarters will be in 

Chicago. 


Grace Line Gives M. B. 
Claussen New Duties 
Matthew B. Claussen, for the last two 
years general advertising manager of the 
Grace Line, New York, has been ap- 
pointed director of publicity. 
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EXECUTIVE 
WANTED 
FOR NEW AGENCY 


NOW IS THE TIME to build a 
new advertising agency equipped 
with advanced marketing ideas 
qualified to cope with present-day 
business problems. 


A progressive agency of this type 
has recently been organized and 
intends to add one or two able 
citizens who can bring a fair 
amount of desirable business. 


Splendid opportunity for the right 
man to get in now and grow with 
the company. 


IF YOU ARE 
THE MAN— 


describe your experience and pos- 
sibilities in a letter to 


**R,”’ Box 157, Printers’ Ink 























Sales Executive 


An A-1 manufacturer seeks 
executive manager for Los 
Angeles office established 
Sept., 1930. Product is 
sold direct to consumer 
through organization of 
women. Manager must be 
able organizer and able to 
invest $6000—$8000 amply 
secured. Estimated average 
net income five years 
$50,000.00. Applicants will 
be interviewed in New 
York, Chicago or Los An- 
geles. Address 


**N,” Box 156, Printers’ Ink 
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to Congress! are doing a lot 

of perfectly justifiable complaining 

about the high cost of Government. 

The extravagant and free and easy 

spending of their money by men 

who had no part in earning it galls 
them, as it should. 

It seems, though, that they are 
complaining in every place except 
the one where it could do the most 
good, namely: to Congress. 

Perhaps they have thought that 
any representations made by busi- 
ness leaders to national lawmakers 
would be wasted effort. But Repre- 
sentative Charles R. Crisp, Acting 
Chairman of the House Ways and 
Means Committee, reassures them 
in a letter he wrote to Printers’ 
INK commenting on our last week’s 
editorial on, “High Cost of Govern- 
ment.” Writes Mr. Crisp: 


Editor of Printers’ INK: 


If the business men and unorgan- 
ized masses do not begin to assert them- 
selves in politics, organized minorities 








The business men 
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will control the Government. The only 
suggestion is for the papers to demand 
economies and criticize those who vote 
for appropriations, and for business mer 
to write their Senators and Geaasenmnen n 
along the same lines to let them know 
of their interest in reducing expenditures 
of the Government, and to take a part 
in politics to see ‘that this is brought 
about. 

Cuartes R. Crisp. 


This ought to be sufficient invi 
tation to any and every business 
man who thinks things at Wash- 
ington are not being done in a 
business way. But if it isn’t, here is 
another strong presentation from 
Representative Henry T. Rainey, 
majority leader of the House. Mr. 
Rainey’s reading of the same edi- 
torial moved him to write us as 
follows: 


Editor of Printers’ Ink: 


We have a Committee now at work on 
the question of reducing all federal 
salaries. I do not know what their re- 
port will be, but I imagine they will 
be reduced about 11 per cent down t 
salaries of $1,000.00. This will effect 
a cost saving of about $65,000,000.00. I 
have been advocating a reduction in 
these salaries. 

Just at the present time the Members 
of Congress are being flooded with let 
ters from federal employees, particularly 
postal employees, and from labor organ 
izations opposing the cut in salaries. 
They do not hear from the business men 
and taxpayers on the subject. 

In my speeches over the radio and on 
the Floor of the House I have advo- 
cated reductions. 


Henry T. Ratney. 


All of which seems fair enough. 

This expert testimony from two 
leading Congressmen bears out 
Printers’ INK’s contention that 
business men must organize and be- 
come vocal in their protests aginst 
the piling up of appropriations for 
needless and often wasteful Gov- 
ernment expenditures. 

If business men will speak right 
up in meeting as loudly as organ- 
ized minorities have voiced their 
demands that these appropriations 
be made, they should be able to 
bring effective pressure to bear 
upon legislators who have, above 
all, developed ability to keep their 
ears to the ground. 

Business men are the real lead- 
ers of the country, or at least can 
be. The present situation, with its 
multiplication of appropriations for 
useless commissions and _ other 
unnecessary Government expendi- 
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tures, calls for the kind of leader- 
ship that will tell Congress in no 
uncertain terms that these appro- 
priations are resented as brakes on 
sound business recovery. 





Account “Advertising at 

this moment is in 
Change a sad way,” ob- 
serves Theodore F. MacManus, in 
a recent issue of the Detroit 
“Adcrafter.” He points to “lying 
copy, advertising of indecent prod- 
ucts, immodest illustrations, cheap 
testimonial devices, stupid prize 
contests and ridiculous radio rhap- 
sodizing,” and—rightly—declares 
that these tactics are unsound and 
destructive to decent business 
growth. 

What really attracts us in Mr. 
MacManus’s remarks, however, is 
a certain highly devastating term 
that he applies to advertising. He 
wields his searing brand, not once, 
but three times. 

“Advertising just now is racke- 
teering,” he says in one place. In 
another: “Advertising .. . is tend- 
ing so strongly toward buffoonery, 
harlequinade and downright dis- 
honesty that the day is not far 
distant when it will be esteemed 








and labeled as one more iniquitous 
racket.” Steady. Once more: 
“, . the wise men of business and 
advertising who are degenerating 
both business and advertising into 
a debauch of racketeering.” 

The General Cheese Corpora- 
tion, Philadelphia, has placed its 
advertising account with the New 
York office of Capone, Madden, 
Guzik & Spitale, Inc. Magazines 
(repeating), racing forms and 
hand grenades will be used. 





A Lever Out of all the 


verbiage relating 
for Exports to the war debts 


comes one suggestion so sensible 
and so practical that those adver- 
tisers who sell in foreign markets 
should give it a hearty welcome. It 
was advanced by Charles S. Dewey, 
vice-president of Colgate - Palm- 
olive-Peet Company in an address 
before the Chicago Advertising 
Men’s post of the American Legion. 

“There is no likelihood that our 
European debtor nations will pay 
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anything on their war debts to this 
country for a long time,” said Mr. 
Dewey. “But we can, if we will, 
use the debts as a lever to procure 
just treatment for American man- 
ufacturers who sell their products 
in foreign countries. Many Euro- 
pean nations have two sets of laws 
—one for their own people and an- 
other for foreigners. American 
goods and capital in Europe today 
are encountering all sorts of spe- 
cial taxes, special laws and other 
discriminatory measures that are as 
unfair as they are irritating.” 

In this country one law applies 
to the foreigner and the United 
States citizen. Is American busi- 
ness expecting too much if it asks 
for that same treatment abroad? 
Mr. Dewey’s opinion carries weight, 
for he was economic advisor of the 
Polish Government for three years. 

Nearly $10,000,000,000 is owed 
the United States by Europe. Some 
good may come out of the loans if 
they can be utilized to secure for 
American industry abroad the same 
treatment that foreign goods and 
capital receive in this country. 





Talking And now comes 


Dr. Richard A. 
Advertising von Kiihlmann, 


former foreign minister of Ger- 
many, with another definition of 
advertising — or, speaking perhaps 
more accurately, an accusation 
against it. 

He told the New York Adver- 
tising Club the other day that the 
rise of Adolf Hitler—from whom 
he differs politically—was caused 
primarily by the Nazi leader's “ap- 
preciation of the importance of 
the human voice as the best ad- 
vertising medium.” 

Well, now, there’s an idea as is 
one. 

Let the General Motors Corpora- 
tion send a bunch of husky gentle- 
men down to Washington and have 
them lasso a few Congressmen in 
their wild and untamed state—Mr. 

Guardia of New York, per- 
haps; Mr. Cox of Georgia—oh, 
yes, and Mr. Rankin of Missis- 
sippi. Senator Brookhart of Iowa 
and Congressman Kvale of Minne- 
sota would make a superb adver- 
tising team if some way could be 
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contrived to get them into harness. 

Then send these strong-lunged 
and agile-tongued individuals 
throughout the length and breadth 
of this fair land windjamming 
automobiles and other General 
Motors products. 

If talking is advertising, then 
the merchandisers in these United 
States are totally wrong in their 
estimate of Congress being a drag 
on business. Its members have sim- 
ply operated from the wrong plat- 
form—platform in this case mean- 
ing something on which you stand 
to make a speech. They haven't 
done much of a job in Washington 
but if Dr. von Kiihlmann is right, 
they could be perfect tornadoes in 
selling merchandise. 

“Constant spoken appeal ad- 
dressed to the masses” is the way 
he describes Hitler selling. 

This would be pretty tough on 
the masses but the depression must 
be ended even though the advertis- 
ing methods are a bit painful. 





No, It Eight out of a 

Is ““Yes”’ small number of 

eminent persons 
asked to name the most beautiful, 
most useful and most annoyingly 
overused or misused words in the 
English language, selected “No” as 
the most useful. The survey was 
made by G. & C. Merriam’s Word 
Study 

This negative result may be just 
something else to blame on the de- 
pression (our choice for the most 
overused word). May it not be that 
hindsight has given “No” undue 
currency? Probably countless peo- 
ple are now wishing they had said 
“No,” instead of “Yes,” to the 
blandishments of salesmen of va- 
rious types of white elephants a 
few long years ago. 

For its usefulness right now, 
however, the entire business com- 
munity would give a rising—and 
rousing—vote for “Yes.” 

The preference that intrigued (a 
favorite choice as the most annoy- 
ingly overused word) us most was 
Dr. Frank Cody's selection of 
“payday” as the most beautiful. 

Well, perhaps, “payday”—next 
to “Yes"—is the most beautiful. 
But “cash” is short and oh! so 
sweet. 





Julian L. 
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A Sound The aint. 
ing policy of the 

Platform National Biscuit 
Company was recently summed up 
this way by Vice-President A. G 
Bixler: 

“We continuously bring. out new 
items and drop old ones; we im- 
prove our packages whenever an 
improvement is reasonably pos- 
sible; we open new branches where 
opportunity invites them; we build 
new plants wherever they will im- 
prove our service and our earn- 
ings. We advertise steadily and 
generously. 

“When money is scarce, we work 
harder for our share of it; but we 
try not to forget that the funda- 
mental rules of good business are 
the same in the lean years as in 
the years of plenty.” 

The platform, it seems to us, is 
refreshingly complete—also sound. 

It wouldn’t be much of a wager 
to suggest that by following this 
policy National Biscuit will be 
among the leaders when the slowly 
lifting depression becomes history. 





Changes in Crittall Casement 


7? ‘ 
Window Company 

John L. Cotter, formerly vice-president 
in charge of the industrial department 
of the Union Guardian Trust Company, 
Detroit, has been made vice-president 
and general manager of the Crittall 
Casement Window Company, Detroit. 
J. R. Montgomery, formerly with Law- 
rence Stearn & Company, Chicago, is 
secretary and treasurer of the Crittall 
company and A. B. Burton, also for- 
merly with the Union Guardian Trust 
Company, is assistant secretary and 
treasurer. 

E. M. Heller, formerly sales manager 
of the Van Sicklen Corporation, Chicago, 
is director of sales. H. H. Lawson, 
formerly with the International Business 
Machines Corporation, is sales manager 
and Charles M. Gray is manager of 
sales promotion and advertising. 


Roy Davey Advanced by 


United American Bosch 

Roy Davey, formerly advertising man- 
ager of the United American Bosch 
Corporation, Springfield, Mass., has been 
aga sales promotion manager in 

arge of all market research, sales 
planning and advertising activities. 

He will be assisted by Charles L. 
Shedd, formerly Chicago automotive di- 
vision sales manager, who will devote 
himself to automotive sales promotion. 
Deane, for several years ac- 
tive in sales promotion work on all prod- 
ucts, will now devote his entire time 
to radio. 
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My dear 

Acknowledging your letter 
inquiring as to my opinion of 
Schwab & Beatty. 


I have been actively engaged in 
the advertising business since 1907. 
For many years I was associated 
with important advertising agen- 
cies. From 1916 on I was inter- 
ested in selling advertising space, 
through the entire East. So, I be- 
lieve it can be assumed, from this 
contact with agencies, and experi- 
ence as an employee of agencies, 
that I have acquired a rather good 
understanding of what the agency 
field has to offer. 


So, in 1926 when I took charge 
of the advertising and sales of this 
firm, as Executive Vice-President, 
I gave much thought to where my 
advertising account should go. 


Knowing the field, I had a some- 
what difficult problem, because 
there are many good agencies. 


The fact that I placed my ac- 
count, finally, with Schwab and 
Beatty, tells its own story. 


My appropriation has never been 
large—as some appropriations go. 
But, being small, I wanted adver- 
tising service from able advertising 
brains. I wanted men who actu- 
ally know copy—to help me with 


my copy. 


I wanted an advertising associ- 
ation where the agency could look 
at my business as I looked at it—a 
business with a brilliant future, but 
who, like myself, were content to 


SCHWAB and 


The TESTED COPY 


386 Fourth Avenue 


“They Are Strong on Copy 
...and Interested in Results” 





develop their advertising account 
hand in hand with the develop- 
ment of the business. 


I am pleased to be able to say 
that I have been very happy with 
my association with Schwab & 
Beatty. Their performances have 
sustained my initial judgment in 
selecting them. 


They are very strong on copy— 
are interested in resu/ts—not too 
full of theory—and always sound. 
I have been privileged to contact 
directly with the members of the 
firm—men of wide experience. 


While I am not in a position to 
express an opinion about the prob- 
lems which you may have in front 
of you (not knowing those prob- 
lems) I can say this to you frankly 
—that if Schwab & Beatty have 
studied your proposition, and have 
recommended to you a certain 
program as promising success, that 
recommendation can be accepted 
by you, with every confidence. 


In conclusion I might say that I 
have found Schwab & Beatty most 
conservative in their advertising 
recommendations tome. Many 
times they have prevented me from 
going off on a policy which they 
did not believe was right. And, 
once, when I let my own judg- 
ment over-rule theirs, I am sorry 
to say I proved that they were 
right, and I was wrong 

Yours truly, 


* 





Names and Addresses on Request 


BEATT Y, INC. 
PLAN in Advertising 
New York City 


Member A. A. A. A. 





















Educates 
Tomorrow’s Buyers 
Now 


EFORE consumer buying re- 

turns to normal volume, rather 
than after, is the time to begin an 
educational merchandising job, said 

A. Grove, manager of adver- 
tising and sales promotion of the 
Edison General Electric Appliance 
Company, in a talk before a recent 
meeting of the Chicago Advertising 
Council. His statement was made 
in conjunction with a description of 
the $2,000,000 campaign on Hot- 
point electric ranges which his 
company began this spring. 

“We believe that the time to be- 
gin influencing the change in cook- 
ing habits which the selling of 
electric ranges involves is before 
people start buying the ranges they 
haven't been buying in the last two 
or three years,” he said. “Then, 
when buying does begin again, our 
educational message will already be 
before the consumer as a factor in 
his buying decisions. We feel that 
considerable opportunity would be 
lost should this process of educa- 
tion be delayed until buying is in 
full swing.” 

Mr. Grove presented the details 
of the program in the dramatized 
manner which is being used in im- 
pressing the company’s own sales- 
men and distributors with the com- 
pleteness of the merchandising 
plans, as well as the excellence of 
the product. This took the form 
of “An Electrically Cooked Sales 
Promotion Banquet for 1932,” con- 
sisting of eight “courses,” each 
course involving complete descrip- 
tion of the use of one type of sales 
promotion medium. 

ok ok ok 


Heads Oklahoma City Club 


Harold Halsell, head of his own ad- 
vertising agency, has been elected pres- 
ident of the Oklahoma City Advertising 
Club. He succeeds J. I. Meyerson, ad- 
vertising manager of the Oklahoma City 
Oklahoman and Times, who has become 
an ex-officio member of the board of 
directors. Paul Hoheisel has been made 
vice-president. 

Other members of the board of direc- 
tors include Miss Roxie Adams, Miss 
Ada Dible, C. E. Batchelor, Ray K. 
Glenn and John Wolf. 
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Pacific Club Group Abandons 
Competitive Exhibit 


Competitive advertising exhibits wi 
have no place in the program of the P. 
cific Advertising Clubs Association at 
its next convention. Following a growing 
disapproval of the competitive type of 
exhibit, the association adopted a resolu- 
tion introduced by Warren E. Kraft 
chairman of Achievement Week. 

Approval was given to the suggestic 
that Advertising Achievement Week, this 
year, shall be operated on the basis of 
local autonomy. The president was ir 
structed to assure the Pacific Associatic 
of Advertising Agencies of the club 
association’s desire to co-operate with it 
in every way to improve the status of 
advertising, and invites it to sponsor 
the convention in Vancouver next July 
an educational, non-competitive exhibit 
of representative advertising campaigns 
under various classifications. 

In addition, it is understood that al! 
advertisers and media are invited to 
place at the convention through thei 
local clubs any further non-competitiy 
exhibits that may be desired. 

* 7. + 
Stop That Knock,” 
ane _@ = 
Affiliation Theme 

“Stop That Knock,” will be the them 
of the forthcoming twenty-ninth conver 
tion of the Advertising Affiliation to b 
held in Cleveland, May 13 and 14 at the 
Statler Hotel. 

James L. Hubbell is general chair 
man of the convention with Guy Bake 
acting as vice-chairman in charge of 
arrangements. Committee chairmen thus 
far appointed are: General attendance 
W. N. Bayless, Bayless-Kerr Company 
out-of-town attendance, William Cope 
Stratford Press; local attendance, Rus 
sell Brewer, Central Ohio Paper Com 
pany; entertainment, George Buehler 
Buehler Printcraft Company; exhibits, 
Clyde Geraty, Penton Press; finance and 
registration, Earle V. Newton, Clevelan 
Trust Company; hotel and reception, R 
E. Bandelow, Caxton Company; pro 
gram, Charles W. Mears; sessions, 
George E. Mills, North American Coal 
Company, and transportation, W. Rus 
sell Lowe. 

* * * 


L. D. Herrold 
Appointed by Chicago Council 


Lloyd D. Herrold, professor of adver- 
tising at the Northwestern University, 
has been appointed chairman of the com- 
mittee in charge of the second annual 
newspaper advertising exhibit which is 
to be staged by the Chicago Advertising 
Council. The date for this exhibit has 
been changed from May 19 to May 26. 

* * * 


W. T. Innes on Poor Richard 


Board 


William T. Innes, head of Innes & 
Sons, Ser oy printers, has been 
appointed by the board of directors of 
the Poor Richard Club of Philadelphia 
to fill the unexpired term on that board 
of Harry L. Appleton, who has resigned. 
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Four A’s to Discuss Radio 
Advertising 

The question of how far the sponsor 
a broadcast program should go in 
ing his wares will be discussed at 
annual convention of the American 
sociation of Advertising Agencies to 
= at Washington, D. C., April 14 


is; a session open to both members and 
ited guests on the afternoon of April 
Senator C. C. Dill, of Washington, 
| Representative E. L. Davis, of Ien- 
ssee, will deliver addresses. Senator 
| is joint author with Senator James 
izens of Michigan of the Couzens- 
ll resolution directing the present in- 
stigation of the broadcasting industry 
the Federal Trade Commission. Con- 
ssman Davis is chairman of the 
use Committee which includes radio. 
Following the speeches by these two 
n, advertising executives will be in- 
ted to discuss the subject from the 
r. 
\n association bulletin issued recently 
the American Association of Adver- 
ing Agencies to agencies throughout 
country called attention to the inves- 
tigation now being conducted by the 
Federal Radio Commission and urged 
vertising agency officials to co-operate. 


C. T. Heald, vice-president and gen- 
al manager of the Stetson Shoe Com- 
ny, South Weymouth, Mass., died at 
it city last week. Mr. Heald, who was 
rty-four years of age, was also pres- 
ident of the Stetson Shops, Inc. 
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A Statement from O. C. Harn- 


Avupit Bureau oF CirRCULATIONS 
CHICAGO 
Editor of Printers’ INK: 

Will you kindly correct an impression 
that might have been formed by some 
of your readers through the use of the 
word “justified” in the introduction to 
the interview with me in your issue of 
March 31, relative to the Lord & Thomas 
and Legan letter 

What I had in mind to discuss about 
that letter related wholly to the question 
of whether the agency’s demand was one 
to which the A.B.C. should officially take 
exception as usurping its function. 

I said it did not concern the Bureau; 
that any advertiser had the right to ask 
anything he pleased from an individual 
publisher and the Bureau could not pre 
sume to interfere. Whether any par- 
ticular request made is reasonable or 
justified is entirely a different matter 
and I did not presume to pass on this 


particular one. 
O. C. Harn, 
Managing Director. 


Death of J. B. Kelly 


John Byron Kelly, treasurer of Fiction 
House, Inc., New York, and editor of 
the publications of that organization, died 
on April 4. He had been with Fiction 
House since its organization in 1920. 
Before that Mr. Kelly had been with 
the former Metropolitan Magazine as 
circulation manager. 
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to interlock with yours smoothly, swiftly and economically. 


Here is an organization, 14 years old, built solidly from 


the start on the abilities of Artists alone, which has played 


a part in many outstanding advertising achievements and 


has pioneered trends in layout and treatment that have 


made advertising history. G of A U NA A iN 
“ T U D I 0 Ss Seventy-five East Wacker 


Drive, Chicago, Illinois . . . Telephone State 1771... 











‘The Little 








Schoolmaster’s 


Classroom 


‘INCE the publication of “The 
Beaver Hats of Tomorrow” in 
the February 18 issue of PRINTERS’ 
INK, several industries, inspired by 
the article, have called attention to 
their own possibilities as the next 
beaver hat. 


\8, The BEAVER HAT that helped 
oul « depretson 


™ 







WILL LACQUER FINISHES 
BE TODAY'S BEAVER HAT? 


Articles have appeared in va- 
rious publications to call attention 
to the possibilities of such indus- 
tries as air conditioning and totally 
new processes in home construc- 
tion. Now comes The Egyptian 
Lacquer Manufacturing Company, 
which advertises in publications 
going to industry, using the very 
idea of the article for an unusual 
piece of copy. 

Quoting the article concerning 
Beau Brummell, who walked down 
Piccadilly with a new hat, and as 
a result of his walk sent men in 
America to explore the wilderness 
looking for beaver skins, this copy 
suggests that many industries are 
finding the new beaver hat in 
lacquer finishes. " 


In Seattle a man lost a dog. 
Immediately he inserted in a daily 
newspaper the following advertise- 
ment: 

Lost. 


Female “Texaco” 


pup 





from 10 Valley St. Reward. 


Class member George W. Vos, 
superintendent, advertising division, 


The Texas Company, writes, “Ap- 
parently the owner of the pup de 
cided that this was the most thot 
oughly descriptive term and as 
sumed that the public at larg 
would recognize the breed mori 
readily by the name ‘Texaco’ tha: 
by the more prosaic ‘Scottie.’” 

Thus we have another example 
of an advertising trade characte: 
that has become, in a short time, 
more real to a large section of the 
consuming public than the real life 
ancestor from which it stems. 

* * * 


“Prove it!” How many adver- 
tisers could answer that challeng: 
without blushing? Too many, the 
Schoolmaster fears, would be un- 
able instantly to quote chapter and 
verse if the readers of their adver- 
tising asked for proof of certain 
statements. 

He knows of one advertiser, 
however, who has anticipated 
skeptical readers’ queries, the Cali- 
fornia Packing Corporation. The 
theme of the current Del Monte 
newspaper advertising is “vitamin- 
protection.” Vitamins are a pretty 
old advertising story. It would be 
dificult to name a food product 
whose advertising hasn’t talked 
about these alphabetical nitrogen- 
ous substances. Consumers prob- 
ably like their vitamins with a 
grain of salt. (By the way, does 
salt contain vitamins?) 

The Del Monte copy is full of 
reason-why facts—all supported 
by authoritative references in the 
form of footnotes. 

For example, it is stated: “Ex- 
periments have shown, for in- 
stance, that vitamin values may 
vary as much as 100 per cent 
between different brands of the 
same canned product.*” The foot- 
note reference reads: “*J. Agr. 
Research, 41, 51 (1930).” 

The Schoolmaster endorses this 
copy technique. He hopes it is the 
forerunner of considerable “here’s 
the proof” advertising. He sug- 








A 


CE 
Prospe 
anothe 


tution 


“Wher 





Discus 
sales « 
Manas 
' 
way, 
ingtor 












1. 
- Vos, 
vision, 


al life 


>. 


\dver- 
lleng« 
y, the 
e un- 
r and 
dver- 
*rtain 


tiser, 
pated 
Cali- 

The 
fonte 
min- 
retty 
ld be 
duct 
ilked 
ygen- 
rob- 
ha 
does 


ll of 
rted 
the 


Ex- 

in- 
may 
cent 

the 
oot- 
\gr. 


this 
the 
re’s 
ug- 








Apr. 7, 1932 






PRINTERS’ INK 


"i 


att Tee 





CHECK SUBSTITUTION 


Prospects may go in and ask for your product but come out with 
another brand—if they happen to go to the wrong dealer. Substi- 
tution by unauthorized dealers can rob you of many a sale. 
“Where to Buy It” checks this substitution. Here’s how it works: 
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Diseuss “Where to Buy It” service with your advertising or 
sales counsel. Or write or telephone: Trade Mark Service 
Manager, American Telephone and Telegraph Co., 195 Broad- F 
way, New York, N. Y., (EXchange 3-9800)— or 208 W. Wash- 
ington Street, Chicago, Ll., (OF Ficial 9300). 





YOUR ADVERTISING and your broadcasting 
tell your prospects that they can find the name, 
address, and telephone number of your nearest 
dealer under the trade name of your product 
or service in their classified telephone books. 


THE CLASSIFIED TELEPHONE BOOK directs 
these prospects straight to your nearest dealer. 
Above is som a typical “Where to Buy It” list- 
ing. This may appear in the classified telephone 
books in all towns where you have distribution. 


YOUR DEALER is thereby linked up directly 
with yournational advertising. He gets full bene- 
fit from youradvertising and sales effort. Substi- 
tution is reduced to a minimum. An increase 
in his sales of your product is the logical result. 





















Wanted 


Service Manager 


Old established, 


highest class direct- 
mail advertising service corporation, 
strong financially and 
dozens of national accounts, has open- 
ing for service manager. 


now serving 


Must be a man of ideas, between 30 
and 40 years of age, who has had ex- 
perience in direct-mail advertising and 
sales promotion work. 


opportunity for permanent, 
substantial position. Co- 
workers with us 15 to 20 years. 


Unusual 
conservative, 


Give age, education, religion and 
chronological statement of experience, 
with earnings. Also state salary ex- 


pected. 


Address “‘President”’ 
Box 159, Printers’ Ink 











Advertising Agency 

Account Executive 
A salesman now contacting New England 
or New York accounts can make an ex- 
ceptional financial arrangement with a 
soundly established New England agency 
looking for immediate business and not 
vague possibilities. Your letter should leave 
no doubt of your being self-supporting 
from the start. Absolutely confidential. 
Address “L,”” Box 154, Printers’ Ink. 





Lost in Depression 
Ten Per Cent Net Profit 


FOUND—A sales offset that restored 
it in: 


**POWERS THAT MOVE MEN TO ACTION” 
Mailed Without Charge on Letter-Head Request 
ROBERT RUXTON 
10 High Street Boston, Mass. 
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contain fewer abbreviations. Mrs 
Consumer isn’t likely to know 
what “Ind. Eng. Chem., 20,202 


(1928)” means. In fact, the 


Schoolmaster doesn’t know him- 
self. 
* * 7 
A shoe retailer in St. Peters- 


has worked out a plan 


1! 


burg, Fla., 
that should be of interest to all 
sales executives who find their 
salesmen consciously or  uncon- 
sciously devoting their major sell- 
ing effort to the items in the line 
that are easiest to sell. 

This retailer levies a 25-cent 
fine on each member of his sales 
force who sells a pair of Walk- 
Over Cahana Tie pattern shoes 
He found that his clerks had dis- 
covered that this model was so 
easy to sell that they were in dan 
ger of becoming bundle boys 
stead of salesmen. 

Boot and Shoe Recorder points 
out that the proprietor himseli 
was the first man to be fined wher 
his best efforts in salesmanshij 
fell before the insistence of a cus- 
tomer who had seen Cabana Ties 
on display. 

* + . 


Santa Claus would shed _ real 
tears over the problems of Class 
Member S. Castagnola, advertising 
manager of The Lionel Corpora- 
tion, manufacturer of toy electri 
trains. Unlike the real Santa 
Claus, who has mysterious ways 
of learning whence come unsigned 





New Low Prices 


Printed on 70-Ib. Enamel Book Paper 








Printed in Black Ink 5M 
4 Page Folder 6x9... $22.50 
Booklet 6x9 41.00 
18 ge “ 6x9... 78.75 
32 ” 6x9... 140.25 





“Small Publications Desired 


Rue Publishing Co., Denton, Md. 





‘GIBBONS knows CANADA’ 
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gests, however, that the references 
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Christmas appeals which also lack 
addresses, “Santa” Castagnola’s 
bors are unblessed with the gift 
f divination. 
‘Since our mail comes from boys 
all ages,” writes Mr. Castag- 
a, “we have several difficulties 
which are probably not encoun- 
tered in other businesses. If you 
ould’see the bins with thousands 
f letters from boys who scribble 
most undecipherable hiero- 
glyphics, who forget to sign their 
ames, who give us their names 
and not their addresses, you would 
soon realize that it is impossible 
for us to reach every boy who 
rites to us. 
“One boy wrote to us six times, 
cach time becoming more arrogant 
und insulting because we had not 
seit him the catalog he requested. 
Yet each time this boy referred to 
his previous letter without men- 
tioning his address. It is not en- 
tirely our fault when a boy does 
not get the catalog he desires.” 
The Lionel Corporation main- 
tains a large corps of trained cor- 
espondents to handle 
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sands of letters received weekly 
from boy fans making all sorts of 
suggestions, inquiries and requests. 
When holiday time comes around 
they are swamped with mail, for 
the business is highly seasonal. 

Not only is a sort of second 
sight required to read _ boyish 
scrawls, but there is also need for 
clairvoyance in gauging catalog 
requirements. Coupon returns in 
November, 1931, exceeded those of 
the like month in the previous year 
by 89 per cent. Although the print 
order of the big, 52-page, four- 
color catalog was 30,000 more 
than in the previous year, the huge 
supply was exhausted long before 
Christmas. It is difficult to see 
how this situation could have been 
prevented without risking a large 
amount of money for catalogs in 
excess of the normal anticipated 
requests. 

With a boy who wants a catalog 
—if we know anything about 
boys—a letter of explanation, be 
it ever so soothing, avails little— 
or nothing. -We put the problem 


up to the Class. 











Attention! 


Agency Executives 


A progressive and successful advertising agency with offices in New York 
and Chicago, is anxious to procure a topnotch executive—one who can 
secure a fair amount of immediate business. 


The man we seek is probably the owner or principal in a smaller agency. 
Because of operating expense he may not now be receiving a proper 
return upon his time, talent or amount of billing. 


To such an individual, located either in Chicago or New York, we can 
offer an extraordinarily attractive proposition. 


We are equipped to handle an additional number of accounts which in- 
volve an annual billing of $100,000.00 or more. 


This agency is amply financed and has an enviable reputation for results. 
. he executive who joins our organization will receive the whole-hearted 
cooperation of a hard-hitting, straight-thinking personnel. 


No investment will be necessary. 


If interested, you may write to us in fullest details, as correspondence will 


be treated absolutely confidential. 
ADDRESS ‘“M,” 


BOX 155, CARE OF PRINTERS’ 


INK 
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Classified Advertisements 


Rate, 75c a line for each insertion. 
First Forms Close Friday Noon; Final Closing Saturday 





Minimum order, $3.75 











BUSINESS OPPORTUNITIES 


HELP WANTED 





MAIL ORDER ITEMS WANTED 
Having entrée to the great Chicago mail 
order houses, want items and lines to 
sell on commission. Tell all first letter. 
Box 969, Printers’ Ink, Chicago Office. 


Technical Publication desires to get in 
touch with experienced subscription sol 
itors, either open for exclusive engage- 
ment or able to carry another publicati: . 
in addition to present line. Box 967, P 





FREE LANCE OR SMALL AGENCY 
offered profitable arrangement for servic- 
ing and carrying their accounts by small, 
complete, well-financed agency specializ- 
ing in trade mg and direct mail. 
Box 961, Printers’ Ink. 


NATIONAL HOUSE- TO-HOUSE SELL- 
ING organization will consider new house- 





hold appliance for marketing. Should 
retail from $5.00 up and have prospective 
sale in every home. Give full details. 


3ox 963, Printers’ Ink. 


WANTED: Publishers Representative, 
who knows automotive accounts and who 
has established contact in agencies in and 
around Chicago, and who is interested in 
doing a good job representing a fifteen 
year old New York automotive publica- 
tion on a_ twenty-five per cent basis. 
tox 965, Printers’ Ink. 


Lower Your Distributing Costs—Divide 
your warehousing and daily auto-delivery 
expense with twelve to twenty others, 
seeking more dependable and economical 
organized service, with better merchan- 
dising _ co-operation, as a means of 
increasing sales volume in this sixty- 
mile central New York State territory. 
Business Service Westagee Co., : 
Box 532, Syracuse, 








DISPLAY SALESMEN 
To sell distinctive counter signs, made of 
metal and wood in striking designs. Give 
details of experience in first letter. Re- 
muneration on liberal commission basis 
PATENT NOVELTY CO., INC. 
Derr. K Futon, ILurNois 


PRINTING SALESMAN—Lifetime op 
portunity to get 40% of profits of up-to- 
date N. C. plant, including modern 
composing room and bindery handling com- 
mercial and publication work. Must be 
competent estimator, and successful sales 

man, controlling $75,000-$100,000 busi 
ness. To be considered, letter must give 
full details in confidence. Box 974, P. I 


CHICAGO representative, firm or ind 
vidual, with Detroit branch preferred, for 
solicitation of rotogravure advertising ir 
leading metropolitan newspapers; idea of 
group handling long established; news 
paper experience required, but no cor 
flicting publications. Advg. Dir. will | 
in Chicago for interviews latter part of 
April. Give full particulars in confidenc: 
about yourself or organization; specify 
willing to accept straight commission a1 
absorb your own expenses on long-tir 
exclusive contract. Ne are having o 
best year’s business. Box 968, P. I. 











REPRESENTATION 


Manufacturer with personnel long 
experienced in production of Neon- 
effect window signs has attractive 
territorial proposition for individ- 
ual or organization with following 
among national advertisers, and 
capable financing own sales opera- 
tions. Special process assures at- 
tractive color harmony and unusual 
brilliance, at moderate cost. State 
experience, recent business connec- 
tions and references. Confidential. 
Box 957, Printers’ Ink. 


EMPLOYMENT SERVICES 


eee **Your ethical 
standards I admire 


longhands a Gen- 
eral Manager. Because Penn has always 
been ethical in its dealings with its 
clients, $5,000-$50,000 men from far 
and near have for 14 years been com- 
ing to Penn. To develop ja them leads 
opportuni- 


to 
ca PEN ona 








that will lead them 
ties they seek. 
535 Sth Av., N.Y. 





Building Specialties if 
Manufacturer 


Wants experienced advertising and pro 
motion man with proved ability 

building field. To plan and execute can 
paigns, handle layout copy for catalogs 
direct mail, magazines; edit salesman’s 
bulletins, conduct sales contests, sell | 
mail. Want a man who knows this field 
Write stating age, experience, salary 
needs. Location Ohio. Be prepared sulb- 
mit samples work. Box 966, P. I. 


MISCELLANEOUS 


WANTED—Pollard Alling Addressing 
Equipment—Complete or in part. State 
what you have on hand and your lowest 
price. Will pay cash. Box 972, Printers’ 
Ink, Chicago Office. 


MINIATURE CUTS 
for House Organs and 7 ™ 
Made to order at stock-cut prices e: 
tails. Schimer Company, 509 First St., 
Winona, Minnesota. 


EMBOSSING MACHINE 
Wanted: Four Post, Power Embossing 
Press, suitable for grain embossing arca 
12”x23”. Must be in good condition and 
cheap. Box 962, Printers’ Ink. 
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POSITIONS WANTED SALES MANAGER DESIRES TO 

“4 : REPRESENT OUT-OF-TOWN MAN- 

Young Lady—Proofreader, Manuscript | UFACTURER IN NEW YORK AND 

Typist, Librarian, General Agency expe- | VICINITY; excellent references. Cor- 
rience—desires position with Publisher, respondence invited. Box 960, P. 1. 

Agency or Printer. A-1 References. 

Salary secondary. Box 976, P. I. MAKING CHANGE—Prefer agency or 

oH ~ manufacturer seeking young man with 

~ § PHYSICIAN-WRITER, prominent, ex- | advertising, selling, merchandising expe- 
































perienced in advertising and publicity, | rience. Trained in retail and wholesale 
artes ivailable to promote any worthy health | distribution in department and dry-goods 
get in ff or medical program. Vast medico-literary | store field. Can write and knows produc- 
m sol experience. Box 956, Printers’ Ink. tion. Box 964, Printers’ Ink. 
engage- —_ a 
licati n SALES PROMOTION MANAGER—12 THIS IS YOUR MAN: 
7, P. 1 ears’ experience; every phase sales, Skilful and experienced copy writer, 

s promotion, advertising; seeks worth- advertising executive, director of public- 

nade of while connection, capable taking complete | jty, direct mail and sales promotion man 
s. Give marge advertising. Box 959, P. I. connected with both manufacturer and 
r. Re- seal advertising agency desires opportunity to 
n basis BARGAIN — , show his worth to a firm that can use a 
NC. Agency Production Man with 20 years hustler and a man who knows how to 
LLINOIS experience—including the buying of all prepare advertising that will bring re- 
—— production material, including art and sults from dealers. Box 973, 
me op hotography. 
f upt Please ask for interview for details SALES EXECUTIVE—35 YEARS 
modern ind salary. Box 975, Printers’ Ink. YOUNG—OLD IN BUSINESS EXPE- 
pd ws RIENCE. A HARD WORKER HIM- 


fust be SALES PROMOTION MAN used to | SELF—HE KNOWS HOW TO GET 
il sales- making reduced — gee budgets pro- THE UTMOST OUT OF SALESMEN. 
1st e profitable business xperienced in Fourteen years’ experience in advertising 






























ast give icing literature, direct mail, catalogs, and merchandising. This man has reached 
4, I ays and dealer sales plans. Suc- top in present position—now seeks an op- 
i cessful record in opening new markets, rtunity in a progressive organization. 
red, for developing dealer and jobber organiza- fas created successful sales plans on 
ao tions and publicity work. Good on copy products sold through lumber dealers, 
—s ‘ and sales correspondence. Experience hardware jobbers and dealers, depart- 
k, ~~ vith largest advertisers, own agency and ment stores. Knows the farm market 
By retail stores. Box 970, Printers’ Ink. intimately. Box 971, Printers’ Ink. 
will be oe _ 
part of 
= Bo nd to Get the M 
«iy [bound to Get the Most 
ng-tir 
ing oO 
aw Out of Them 
es 
Ces of the PRINTERS’ INK PUBLICATIONS when 
bound provide easy, orderly reference to sales and 
7 Pr Badvertising problems. 
tT... Swift & Co. executives, for instance, have available in 
: o£ . . 
csman's handy and convenient form a wealth of “invaluable mate- 
my ly Jfrial” to draw from, as their letter shows. 
is fiel . 
salary “We now have in our library Printers’ Ink Monthly 
‘| su bound from January, 1923, to date and Printers’ 
— Ink Weekly bound from 1916 to date. We find 
. y 
this material invaluable.” 
— Binders keep copies in neat chronological 


- lowest order and make an attractive addition to any 
‘rinters’ Bdesk or library. These binders are sold at 
cost. The WEEKLY binder, holding ten or 
tising - more copies, $1.25 postpaid. MONTHLY binder, 
s. De- Bholding nine copies, $2.00. 








irst St., 
| PRINTERS’ INK PUBLICATIONS 
Me a 185 Madison Avenue :: :: =: :: New York 
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Muzzle the Advertising Allowance and Make Profits Grow 
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Nothing that appears in Printers’ INK may be reprinted without special permission. The ux 
of our articles or quotations from them for stock-selling schemes is never authorized, 
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